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^ Fresh up yourself 
and your day with 
KPRC-TV- known 
every\vhere as the 
world's finest tele- 
vision. It's a habit 
^jff^i^ you'll enjoy. 
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TAKE NINE 





Take a break. Take colTee, tea, milk or Martini — but also take nine 
digits: I. 2, 3, 4, 5, 6, 7, 8, 9.* Make them total 100 by placing 
aritlinictical signs among thcni. Stumbling blocks, just to make the 
break longer: Don't alter the order. Do it with the least possible 
number of signs, using the fewest pen or pencil strokes. (If you use 
brackets, count the brackets as one sign but two strokes; a minus 
sign is one stroke — and one sign, of course; a plus sign is two strokes; 
a division sign is three strokes.) 

After you prove your ability to buy the solution at niininiuni sign- 
and-stroke cost, send us the answer and win a eopy of Dudeney's 
"Amusements in Mathematies" — Dover Publications. Inc.. N. Y. If 
you have a eopy, say so and we'll provide a difterent prize. 

* Take 6 P.M. to luidiu'ghl. all week. WMAL-'l V'.s aiulicnce is the /»'!?.i?<'a7 in 
the W'ashiugKin market. (ARB Dec. "60) 




Washington, D. C. 

•f'l I \i'riini.' .V/iir Sliifioit. represented hr /I R Tele\i>:ioii, Inc. 



Affiliated with WMAL and WMAL-FM, Washington, D.C.; WSVA-TV and WSVA, Harrisonburg, Va. 
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SALES CLIMATE 
THAT COUNTS! 
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WPEN 


Certainly, we have respectable 
ratings to talk about — but so do 
many other stations. WPEN has 
a big plus that is shared by few 


WPEN 


MATURE, ESTABLISHED 


other stations — the ideal selling 
climate. The WPEN advertising 
atmosphere is the product of 


OUR BEST 


PERSONALITIES 




• 


responsible management who 
provides established selling 


SOUND 


EXCLUSIVE HELICOPTER 


personalities . . outstanding pro- 


ISA 


TRAFFIC REPORTS 


gram features ... and non-frantic 
music. Result: the best sound 


• 


on WPEN is your commercial 


RINGING 


FIGHTING EDITORIALS 








CASH 
REGISTER 


• 

ADULT MUSIC 


WPEN 

THE STATION 
OF THE STARS 
CALL GILL- PERN A 
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CHANNEL 9 

WTVM 

COLUMBUS, GA 



• A Great New Market! 

82% unduplicafed audience on the 
only primary ABC station between 
Atlanta and the Gulf! 

O Top ABC Programs! 

Shows Mice Maverick, Cheyenne, The 
Real McCoys, Sunset Strip, Hong 
Kong, and The Untouchables. 

• The Best of NBC 

Programs lilce Wagon Train, The 
Price is Right, Huntley-Brinltley 
News and Perry Como - . . plus top 
syndicated programs. 



CHANHEL 9 



COLUMBUS, GA. 




dll the man from 
YOUNG TV( 

Ask about 
availabilities on 
WTVC CH 9 
Chattanooga. Tenn 

The —1 niKhf-timc 
station in 
Ch.ittanooga! 
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Here's why 
50,000 - watt 

WHO RADIO 

belongs on any list 
of 14 or more 
largest radio markets! 



R' 



ETAIL spending in Metropolitan Des Moines 
accounts for only ll^o of Iowa's total. All 
eight of Iowa's Metro Areas, combined, account for 
only 36^ of retail sales. 



IOWA POPULATION-DOLLAR DISTRIBUTION 




Populotion 


% of Stole 
Populotion 


csi 


% ol 
Slole's 
CSI 


Retail 
Soles 
($000) 


% ol 
Stole's 
Soles 


Des Moines 
Metro Areas 


284,200 


5% 


581,160 


12V. 


401.903 


11% 


lowo's 8 leoding 
Metro Areas in- 
cluding Des Moines 


743.600 


33% 


1.832.7W 


38% 


1.259.097 


36% 


Remoinder 
of )owo 


1.904.400 


67V. 


I 

2.975.489 62V. 2,286,754 6<% 



75^ of Iowa's total retail spending is done in 
areas in which WHO Radio has an i\CS i\o. 2 
circulation of more than lO^r. 

This circiiLit'io)! covers SOO.OOO loira homes. 
There ^ire only 13 iihirkets in Aiiier 'iCii in which a)iy 
radio station gives yoii larger circulation. Or more 
haying power. 

We know you know these facts. What about the 
less experienced people who may help (or hurt) 
your station-selections.' We would be delighted to 
have the name of anybody who should know the 
realities about radio-listening in Iowa. Write us, 
or PGW! 



WHO 

for Iowa PLUS ! 

, . 50,000 Wafts 



Des Moines . . 

NBC Affiliate 

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC-TV, Davenport 

Col. B. J. Palmer, President 
P. .\. Loyet. Resident Manager 
/7\ Robert H. Barter, Sales Manager 



Peters, Griffin, Woodward, Inc., Hepresenijiives 
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IN CLEVELAND 
THE GOOD MUSIC 
STATION GETS THE 
GOOD RATINGS* 

nHE LATEST NIELSEN RATING FOR THE CLEVELAND AREA SHOWS 
THAT WDOK'S GOOD MUSIC DOMINATES LOCAL LISTENING! 
IN 26 QUARTER-HOURS WDOK IS FIRST WITH 26% AVERAGE SHARE 

WDOK's good music with news and i)ublic serviro fcadires in tlie 
same key, ofTers you the .selling climate needed to get tlie most 
out of your sales message. When you add good ratings to good (ast<! 
m programming, you get good results. 




vVDOK, 1515 Euclid Ave., Cleveland 15, Ohio • MAin 1-2890 • TWX; CV 158 
Fred Wolf — President & General Manager 
National Rep.: H-R Representatives, Inc. — PLaza 9 6800 
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WliyWSB-TVbouglitWarner's' Films of the 50 s 




Says Jean Hendrix 

"WSB-TV has always been strong in feature film 
programming. We acquired the Warner pictures 
to make it still stronger. 

The first thing we will do is use the 26 color 
films in a Friday night slot we'll call "Warner Bros. 
Premiere!' Also, the high caliber of this Seven Arts 
release gives us pictures we'll run as specials in 
"A" time. Actually all of these films have the high 
quality we require for our spot carriers. All in all I'd 
say these "Films of the 50's" will strengthen our 
leadership in feature film audience here in Atlanta." 



Warner's Films of theSO's..: 
Money makers of the 60's 







SEVEN ARTS 




ASSOCIATED 




CORP. 



Jean Hendrix 
Assistant to 
the General Manager 
WSB-TV 
\ Atlanta, Georgia 



NEW YORK: 270 Park Avenue • YUkon 6-1717 
CHICAGO: 8922-D LaCrosse.Skokie.llL- ORchard 4-5105 
DALLAS: 6710 Bradbury Lane • AOams 9-2855 
BEVERLY HILLS: 232 Reeves Drive • GRanite 6 0192 

For list of TV stations programming Warner's Films of 
the 50 s see Page One SRDS (Spot TV Rates and Data). 
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ROUTE (66J "NETS" 

Trigg- Vaughn 
Talent 

from 

KOSA-TV Odessa-Midland 
KROD -TV El Paso 




KOSA-TV sfaff announcer, Doyce 
EltioII, and remote rig on location 
with "Route 66" cas(. 



f 



Marlin Haines, KROD-TV top News 
Man, portrays net newscaster for 
"Route 66". 

Millions of CBS viewers 
thrilled to tliis recent 
episode of "Route 66" 
filmed on location at 
Carlsbad Caverns. 
Network quality talent and 
facilities from (W) Stations 
were used to add action. 

To Sell West Texans-Buy [Ty] 



AUGHN 



STATION 



KROD-TV KVII.TV KOSA-TV 




2 QUAlliy STATIONS 



NATIONAL REPRESENTATIVE 
THE BOILING COMPANY, INC. 



' QUALITY MARKETS, 
Jick C Yiuchn, Cbrnn, il Ihe Bind Cecil I, Iiicc. frttlrient 
CeiiM C. Cillle, Kil l. Silei Mci. 
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NEWSMAKER 

of the week 



Tremors of ii iilicaval and clinii^c arc slill />rt.s.si;i^ ihron'^h 
llio CHS iScns Dirisioii <is nlioriiey-dd miiiislrdior Kirluird S. 
S(d(iiil lakes over as prosideiil in the iidke of the resigiialions 
of three loiig-iinie key e.xeriiiires. lie lieads a iinil nliirli 
Itills some $3;i million nnniinlly and a irorld-iclde neifs slnjj 
which wtis considered jirsi in nelivorking and iiirincihie for 
many years. His major ^oal: lo re-claim those dislinclions. 

The newsmaker: Richard S. Salanl, after a two-month 
.<tiiit as chairman of the interim CBS Acw.- I-Zxeciili\c Committee 
(organized in Deeeiuher to re-vam)) ne\\'s-(loennienlar\ -jinhlie aflair> 
.'Styles and pre--ieiilalion ) . sncceed^ Sifi Mieke.hon. who resifrned witli- 
oiit comment. One of SahintV ftrst mo\es was to name Blair Clark 
to the new ]iosition of general manager and \'.|). of the news unit, 
a jol) comparable to the ^'.]i.-ship of John F. Day, who resigned two 
(la).-- before Mickelson. The third 
ace pro in the line-np to lea\e was 
Edwaril K. Murvow, now director 
of tilt- V. S. Information Agcncx . 

Salant's new role is causing 
much trade comment because of 
the long-range significance of a 
lawyer and an exjierieneed trouble- 
shooter taking over one of the na- 
tion's and the world's — most re- 
s])otisil)le and powerful new.- ]iost-. 

His succession to the loj) al CHS 
i> a move in what a])])ears lo be 
a continuing ebb and How of ae- 
ti\it\ which bccaiiic most marked 

with the advent of X15(.' TV's siiecessfnl lliintley-Hrinklev brand of 
news reportage. The 11 li combo at first ihonght by the trade to 
be something of a (Inkc — proved to be a time-tested, aiulicnce-getting 
lv\o.-.ome after the Presidential election coverage. 

Salant has solved nian\ a CHS problem, and is expected to pnt 
the same determined effort and mental astnleness into those v\bieh 
face him now. He's a graduate of Ihirvard Law. after which 
he served two years with the National Labor Hehitions Hoard, then 
two \cars more as a stall member and acting director of the attornev 
generals committee on Ailministrativ e I'rocednre. Another two 
\ears in the olliee of the solicitor general in Washington jjreceded 
.--erv ice with the L .S. Aav\. from which he was discharged with the 
rank of lieiilenawl conmuuidei. 

Salant then joined the noted law firm of Hoseiiman. Coldniark. 
('olin Ka\e. of which he was a partner at the time he joined CHS 
in ]')7)2 as \.p. and general (-\eciiti\e. He's been a niend)er of the 
networks editorial board for the jiast five \ears. ^ 




Richard S. Salant 
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Los Angeles is size 9S, extra 
largo. When you want to eover 
it with radio, don't settle for 
something with the sleeves too 
short. Before fussing with st\ lc, 
consider the cut of the coat. 
KFW'B is hig, big. big radio. 
More of your customers listen 
to KI'^WB than to anv other 



station in metropolitan Los There just isn't any substitute 
Angeles. Hooper says so (IS.?*? for audience. KFWB/98 
audience share for Dec. '60, James f. Simons, Stntioii Manager 
Jan. '61, total rated time pe- Represented hij joJm Blnir Co. 
riod). And Fidse says so (IG.S? 
audience sliaro for Dec. '60, 
Mon. through Sun., 6 a.m. to 
midnight). It's pretty obvious. 



chowi;li.-co[,lu;h 

BR 0.\ DC A ST I .N G con P( ) n .\T I O.N 

First in Contemporary Communications 
Robert M. Purcell, President 



KFWB 

KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB KFWB KFWB 

KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB KFWB 

KFWB KFWB KFWB KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB 



KFWB KFWB KFWB 



A Sound Citizen 
of Los Angeles 



KFWB KFWB KFWB 



KFWB KFWB KFWB " KFWB KFWB 

KFWB KFWB KFWB KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB KFWB KFWB 

KFWB KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB KFWB 
KFWB KFWB KFWB KFWB KFWB KFWB KFWB 

KFWB KFWB KFWB KFWB 

KFWB KFWB 
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V/SUN 



COVER 
FLORIDA'S 
2nd 

LARGEST 
MARKET^ 

and 

29 Counties 
with 1 station 



Taiiip;i-Sl. Petersburg i? Flori- 
da's seroiul largejl market 
witli a metro population of 
772.15.3*! lUit tlialV not all! 
li'Sl'tX is the only slalioii on 
Florida's \Ve^t coasi roverinj2 
the entire 29 county area with 
]. 120,007* residents. 

ADD TO THIS irSUX'.s 
GREAT ADULT AVDIWCK 
(97.270** . • . lli<- greatest 
percentage of adult listeners. 
This means ADFLT BIJYKUS 
throughout the entire 24 houi 
broadcast dav ! 

ItFACll ALL OF FI.Ol! IDA'S 
2n<l LAliCllST M MiKFT 0.\ 
TlIF ADULT STATION! 




620 KC 



TAMPA -ST. PETERSBURG 

Noll. Rep: VENARD, RINTOUL & McCONNELL 
5.E. Rep: JAMES S. AYERS 
'I960 Census ""Pulse 6 60 
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by John E. McMillin 




Commercial 
commentary 



Magic in the air 

1 don t know about you hut Fm getting fed up 
to ni) epiglottis with some of the tired, drear} 
cliche-, thai jia>> for radio ".selling ' these da\s. 

O.K. so there are 1.56 million I . S. radio set* 
in use. So wiiat? So there are 40 million car ra- 
dios and umpteen million portables. Who cares? 

So nu)rc people ha\c radios than l)atiitul)s. 
So thc\ listen I.o2 hours per day. So radio 
■"goes where \ on go. ' So it has reach, ratings, efficiency, bigness. 

Hrother. such talk leaves nic colder than an emasculated brass 
monkey. And 1 think it does a terrible disser\ ice to a great ircdium. 

Somehow, in our frantic haste to promote its marketing \irtues 
we've lost all sense of vbat radio really is. 

W e'\ e fell to talking about it like aging P.abbitts and senile CPA's. 
And we've wholly forgotten its mystcr\. wonder and beaut\. 

Doe* radio need more research? .More statistics? More plodding 
case histories of advertising successes? 

Well ma\be. Hut 1 sni)niit tiiat radio's most desperate need today 
is for more creative spokesmen, more poets who can express in 
\ibrant living terms its truly astonishing and nnstcrious ([ualities. 

Radio at its best is ''magic in the air '— more so than an\ other 
medium. And 1 think that we ought to begin rediscovering and 
restating some of I his magic. 

jN'ot even ill tv .siioli power 

'iiie oilier day 1 dropped in at E. 52nd Street for a chat with 
Jules Diindes. \ .]). for station administration of CPS Radio. 

Jules wanted me to hear Dimension, the new program ser\ ice that's 
going to the seven CI5.'^-owned radio stations. 

.'^ince last September, mider Allen Fnddeii's direction, the network 
has jnodnccd and shipped 59^! individual Dimension program vi- 
gnettes to minutes) cij\ering 13 different series. (And. as 
1 |i<)inted out to Dundes. that's a beck of a lot more program creativ- 
ity lluui c\er took j)lace at CPS or iXMC during radio's supposed 
'■gulden age 20 or more years ago.) 

Put what fascinated me in hearing the Dimension programs was 
to reali/e all over again radio's iiiii(|ue and ^vondrous power. 

A Ibree-mimite dramatic monologue by Raymond Massev on 
Stonewall Jackson had more spine-tingling impact than anvthing 
I \e ever seen on tv. 

A beautiful spot titled "American Sunrise " summoned up more 
pictures, stimulated more imagination than anv camera. It took 
me ba( k lo one of llie greatest of all radio ])r()grams. Steplicn 
licneFs The Stales TalLinp; which appeared in ihe early '4()s. 

And siicli glimpse*! into radio's s|iecial and exciting magic are 
by no means rare, if we will ouK look and lisleii for lliem. 

(I'Icase tnin to pape 121 
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on top of tlie news 




Paul Williams 

for Manufacturers National Bank and Bristol-Myers 




Chet Huntley and David Brinkley 
for Texaco, Inc. 



1 

Ik 



i 
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Dick Westerkamp 

for National Bank of Detroit 
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I n 

DETROIT 



Just as the world watches Detroit, most 
Detroit-area viewers watch the world on 
'\VWJ-T\"s complete, high-rated newscasts. 
Here's the vast audience the city's largest 
broadcast news department and XBC's 
award-winning reporters attract.* 

On an average week night . , , 

Paul Williams— 6:30 308,500 viewers 

Huntley-Brinkley— 6:45 390,500 viewers 

Dick Westerkamp— 11:00 397,200 viewers 

And ncics is only one way thai WWJ-TV 
consistently proyroins in the people's interest. Get 
the complete story today-jrom yovr /'GIT Colonel 
or your irir./-7'r local sales representative. 

•Source: ARB, Delroll, December, 1960 

Detrait. Channel 4 • NBC Televisian Netwark 

WWU-TV 

( 

NATIONAL REPRESENTATIVES: PETERS. GRIFFIN. WOODWARD. INC. 

Associate AM-FM Station WWJ 
Owned and Operated by The Detroit News 

11 





E\ cn parsiinonious purchasers 
are persuaded by KOIN-TV, 
sales window for the Portland, 
Oregon market and 33 
surrounding counties. KOIN-T\' 
insj'ires confidence with 
programming tailored to fit 
the needs and interests of a 
wide audience eager to learn 
about your product or service. 
Be so kind as to check Nielsen 
for proof*. 

KOIN-TV 

persuades 
people 
in 

Portland 

f 




^ Hlghcsl rolings ond widest covcr- 

ogc 7 of every 10 homes In 

Porllond ond 33 surrounding counties. 
KOIN TV — Chonnel 6, Portlond, Oregon. 
One of Americo's Greot /n//uence Slo- 
lions. Represented Nolionolly by CBS TV 
Spol Soles. 





Commercial commentary {Com. from p. io> 



Recenlh 1 received from Don McGaimon rpcor(l> of ihe eighl 
lialf-liour W t'stingliouse jjrograms on the American Purpose. 

I had .seen thu^e Purpose |)ieces when ihey a|)pearpd in Life and 
in ilu' New York Times. Hul unlil 1 heard Arcliibald MacLelsh read 
his own essay on ihe W eslinghouse series 1 had never really grasped 
il.s riohncss and significance. 

Iiadio |)ro\ ided a deplh of meaning tliat the prinled page could 
iu'\er gt\('. And it stimulated my own thoughts more profoundlj- 
llinii a \y |)resentalion of Macl^ish could possibly ha\e done. 

A couple of weeks ago in Detroit 1 talked with Lee ]\hirray who 
i.s director of women's programs at WJK. 

Lee has come into radio after considerable tv experience and I 
asked her what differences she noticed between the two media. 

"In radio,'' she said, "you're much, much closer to your audi- 
ence. My mail |iro\ es it. People look on you as a mendier of the 
fuiiiil). It's sort of frightening. And a terrific responsibility." 

Magic and i)restige 

I mention these three isolated e.xaniples of radio's power (there 
are hundreds more) because they illustrate something which all of 
us who lia\ e worked in radio itislincti\ ely realize. 

Kadio is the one medium in which the audience is constantly 
|iarlicipating. conslanlh pro\i(ling a personal "third dimension" 
of their own ihoughls. feelings and ideas. 

People build into the |)r()grani they hear something of themselves. 
And because this Itapjiens radio has certain magical and m)Sterious 
|)owers no other medium can touch. fOrson \^Vlles" Martian scare 
could ne\ er ha\'e been j)rompted ]i\ news|)a|icrs or even t\'.) 

Also bccau.se it happens, a really first rate radio station enjoy- 
a nni(|nc jiosition. Il not onlv serves, but in the truest sense, it 
expresses its connnunity. 

Soiiiedav 1 lio])e we 11 see an important no\el about a radio sta- 
tion manager, a book that will deal as accuratel\ and SMupathelical- 
K with his fasciiialingK complex and |)ublicl) -oriented life as other 
uo\elb lunc dealt with newsj)a|)cr editors, law\eis. and doctors. 

Such a book could help enormously in building radio's image 
and |5reslige. Bui unlil it appears, let's Irv to express, in all our 
radio selling, the essential bcaulv and magic of the medium itself, 
not sim|)l) statistics abonl its marketing and advertising efliciency. 

Last \ear llie Xcw York Times set an all time newspaper record 
of $96 million in advertising re\enues. Bui you can bet that the 
Times did nol achieve ibis because it |)rcached circulation. Starch 
figures, or costs-|jer-l,00(). 

The enormous editorial prestige of ihe Times, the res|)eet of ad- 
\erlisers for such Times men as Kcston, Krock. Dalcj. Atkinson. 
I^ulzberger. and Lawrence, meant the difference. 

With radio, the matter of editorial (|ndgrnnil prestige has been 
too neglected, and for nmcli too long. This 1 think is one of the 
great occupational dangers of all media selling. 

1 see disturbing signs, for instance, that l\ selling lodnj is losing 
itself in statistics at the ex])ense of the medium's ])restige. And 
tomorrow we may have to face a t\' reckoning. 

With radio, however, the case is clear cut. Radio nmsl reca|iture 

for itself and for its listeners and users a sense and awareness 
of its own magical and wonderful powers. ^ 
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STATUES ON THE SCHUYLKILL portray early American history for plaza strollers and thousands of motorists who get in and out of town alone beautiful East River Drive. 
Many have their radios on. Many of the many are dialed to 610. 



Mr. & Mrs. Metrodelphia ive with history, not alone through preserved 
national birthplaces, but as well through modern work, whose creators and endowers share a 
sense of history. The statuary is in the Ellen Philips Samuel memorial, on the East bank of 
the Schuylkill, just above "Boathouse Row." The list of sculptors reads like a fragmentary 
U. N. roll-call — Jose de Creeft, Karen der Harootian, Ahron Ben-Shmul, Waldimar Raemisch. 
On the other side of the statues, are thousands of mobile Metrodelphians, a growing portion 
of whom are listening to WIP, which has been attentive to the area's history and cultural 
ife for 40 years. (Incidentally, our fm station, which already carries U. N. proceedings, will 
transmit all presidential press conferences.) Now, with the added impact of Metropolitan's 
new concepts, WIP is growing rapidly to the foremost audience position in Philadelphia. 
Many advertisers are re-writing their schedules. "W^IP, Metrodelphia, Pa. 



:ion of the Metropolitan Broadcasting Corporation. Harvey L. Glascock, V.P. i General Manager, H. D, (Bud) Neuwirth. Sales Director. Represented nationally by Edward PebTf. 
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television there's only 
one place to be — 
if you really want to be IN. 
For the last 133 national 

Nielsen reports 
one network has been first 
in evening audiences* 

131 times 
— and OUT only twice. 
(Each of the other 
networks has been IN once 
and OUT 132 times!) 
Obviously any advertiser 

who is not on the 
CBS Television Network 
is way 




What they see on 

WJAC-TV 

V 




----- "(3 

THEY BUY! 

CAR' 




If you're interested in sales results in 
the Johnstown-Altoona market, you 
should know about W.IAC-TV Happy 
sponsors say that W.IAC-TV sells 
everything, from automobiles to 
zithers, and in large quantities, too. 

And nowonderlBoth AKHand Nielsen 
rate W.JAC-T\' tops, mouth after 
month. Hut more important than 
statistics are results. Statistics don't 
buy products . . people do! And 
purchasing people watch W.JAC-TV 

For Complete Details, Contact: 

HARRINGTON, RIGHTER 
ANDPARSONSJNC. 

New YoTk Boston Chicogo Oelroll 
Allonto tos Angeles Son Fionosto 



SERVING MtUIONS FI?OM 
i J ATOP THE AUtGHENlES 
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Ed Whita of I lullingl ei \ , New Viik. takes a haid look at ratiuj;.*. 
■'When larpe oi guui/ations. 'em|)loyinji tlie latest scientific methods,' 
coiisisteiitl\ issue aiiilieiice circulation measiii emeiits in the saine 
area at the same time vitli only occasional ajiieemeul, then obviously 
all can't lie right, Since the economic welfaic of station, client, and 
a<:enc\ is directK iuxoKed, 1 think 
it mandator) that we coiistaiitl) 
kee|i ill niiiid the fact that rating 
rejiorts are no more than the |nih- 
lished results of a sui ve\ ha>ed on 
measureinenl of a sarn|)le. Distor- 
lioii. and loss of d(^tail have marn 
()|)])ortunitie.- of heeiimiiig |)art of 
the sain|)le a^^ it is eon^trueted. 
measuied. ])ro])ortioned. and then 
increased (uoiigli to show the cliai- 
actevislics of the real thing. So 
main tli iiigs can lia])|)en macliiiii' 
limitation in rounding of figures in the sani|)le can lead to variations 
of thousands of units in the enlargement to market size. Is the size 
of the sam|)le adequate? Do families view ing in March re|)re?ent 
families in Mav'? Does initial conlaci with the familv and com- 
|)ensatioii cause a change in viewing ha])its? \N Ould the sam|)le 
then cease to he t\|)ieal of the whole j)o|)ulation? And so on!" 

Arthur Cordon, sales manager of National Time Sales. New York. 
|i()ints u|i some of the "extras" in the husiness hevond the thrill of 
(lolar \()li!nie. "We get our biggest 'kicks" from selling radio lo 
accounts that either don t use railio at all, or do not use it in a 
|)aiticiilar markel. Seroiid on the list of >ales that give us the great- 
est |)leasure are those where we've 
|)ersuadetl a radio user to use the 
medium in a different wa\. 

Since the conlimied health of 
the radio linsiness depends to a 
great extent on creating new users, 
we work hard at just that, We 
ha\e |)eisaa<le(l t\ -oriented ac. 
counts to use onh radio in mar- 
kets willi high t\ |)enetratiou. 
\\'e*\ e an account on one station 
that uses l adio now here else in 
this coiintr\. While all our time 
cannot he devoted to this work of selling the medium, we feel it is 
too im|ioitaiit to ignore, 

loo nian\ sale>ineii gi\e up when told that 'we doii l use radio. 
We .s/r/r/ to sell at that |)oiiit. In more than one ease the 'convert' 
has ad\ised ns of uieasuiahle ic-ults and li()o>ted the radio budget.'' 
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DRAG YOUR DRACHMS / In ancient Greece a drachm delivered 
many things... a seat at a Sophocles play, a ride in a two horse 
chariot, a ticket to the Olympic games! Drachms, of course, 
aren't what they used to be... even the name has changed! 
But drachms, drachmas or dollars, they still go a long way in 
Baltimore at WBAL-Radio. WBAL-Radio takes the Greek out of 
station buying by translating these facts into sales: WBAL-Radio 
is powerful - dominating the entire metropolitan area plus 37 
surrounding counties in Maryland and four adjacent states. WBAL- 
Radio is progressive - providing its listeners with a distinctive 
formatof full range programmingand music for mature minds. 
WBAL-Radio is productive -reaching more homes in a given 
week than any other Baltimore radio station, providing 
more unduplicated coverage in this market than anyother 
station. If you want your advertising to deliver sales in 
Baltimore and Beyond, drag your drachmas to WBAL-Radio 
today. . .or call our reps and let them do your heavy work ! 
WBAL-RADIO BALTIMORE'^ Maryland's only 50.000 watt station 

^ssociated with WBAL FM & TV / Nationally represented by^ Daren F. McGavcrn Co., Inc. 
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\l(JCr A -T* V serves the public interest 



I wish to thank yau for the splendid television coverage 
you gave us for our Thirteenth Annuol Auto Box Derby. 
It is with such assistance os yaurs thot we are able to 
praudly carry aur slogan, "Friend of the Boy". 

Reading Optimist Club 



Please accept aur many thanks for the fine production of 
aur Yark Suburban Band. I wish ta congratulate you far 
giving the students an apportunity to perform gaod 
schaal music literature in a program of this type. 

York Suburban High School 



We wish to express aur deepest appreciation for the 
wanderful receptian your statian accorded us on our 
recent stay at Olmsted Air Farce Base. We feel thot the 
public at large learned a great deal obout Civil Air 
Potral through your effarts. 

Pennsylvanio Wing Civil Air Patrol 



I want ta take this oppartunity ta personally thank you 
and yaur excellent stoff for yaur support of our Armed 
Farces Day activities. I received many, mony favarable 
camments concerning the special toped show, and I om 
convinced that this is one of the best we ever produced. 

Middletown Air Materiel Areo, USAF 



Please accept our sincere personal thanks for your sta- 
tian' s television caverage of the 30th Anniversory 
ceremonies. 

State Hospital far Crippled Children, Elizabethtawn 



Please accept our sincere thonks and appreciation for 
yaur very excellent program an hunting sofety. 

Pennsylvania Gome Commisslan, 
Commonwealth af Pennsylvania 



In behalf of aur Paultry Federottan I wish to express 
aur sincere thanks for the time you ollotted to us on 
your farm progrom. 

Pennsylvanio Poultry Federation 



My sincere thanks far your public-spirited cooperotion 
during the recent Federal income tox Filing seosan. Your 
generaus contribution af television time and facilities 
in the production of our "Is It Toxoble?" series of tox 
inf armatian programs, certainly constitutes a public 
service af the highest order. 

Internal Revenue Service, U. S. Treasury Dept. 



a record attendance of 1 ,22 1 . Much of the credit in 
attracting this number of Rotarians and Rotary Anns is 
due to your television broadcast. 

District 739, Rotary Internotionol 

On behalf of thousands of teachers in your viewing 
areo, moy I express the oppreciation of the Pennsylvonio 
State Educatian Assaciation and the National Education 
Association for yaur coaperatian in scheduling ond 
shawing the NEA film series, "The Schaol Story". Your 
interest in educatian is genuinely appreciated. 

Pennsylvania State Educatian Association 



We believe thot your reody ossistonce in helping to 
publicize Civil Service examinations Is a valuable adjunct 
ta the effarts of the State Civil Service Cammissian and 
a worthy public service to Pennsylvania viewers of 
WGAL-TV. C'%yi\ Service Commission, 

Cammonwealth of Pennsylvania 



The Publicity Committee of the Good Samaritan Hos- 
pital wishes to thonk yau far yaur generous allowonce 
of TV time. With your help, aur Fair wos o gratifying 
success. 

Gaad Samaritan Hospital, Lebonon 



The thanks af all those involved at Franklin and Morshall 
far your cooperation in showing "Educotion is Every- 
bady's Business". 1 hope we did some good for the fund- 
raisers in the Channel 8 area 

Franklin and Marshall College 



1 wish to thonk you for the wonderfully fine coverage 
your stotion gave our Civic Club program. We found thot 
yaur station was widely seen by folks generally, from 
our wealth of favarable comments. 

Civic Club of Harrisburg 



This is ta thank you far caaperating with the Penn- 
sylvonio State Pal ice by withholding broadcast af 
information of bombing threots in the Central Penn- 
sylvonio oreo , . . the persons moking these threots are 
pleosed, even inspired, by the notoriety accorded them, 
even ononymously. 

Pennsylvonio Stote Police 



Please accept niy sincere thanks ond congrotulotion s for 
having mode the facilities of stotion WGAL-TV ovoiloble 
for our hour, long pro sen tot ion of the need for wide- 
spreod public support of the struggle to end the ex- 
ploitation of our fellow humon beings moking up the 
micjrant labor force 

AFL-CIO 




Lancaster, Pa. • NBC and CBS 

STEINMAN STATION 
Clair McCollough, Pres. 




Representative: The MEEKER Company, Inc 

Now York • Chicago • Los Angeles • San Francisc( 




Inierpretation and commentary 
on most significant tv/radio 
and marketing news of the week 
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Tlie advorlisiiii; outlook rcgaril lo llic licavy jioods aoooiinls may Ix' iiiiicli 

l)ri<;lit("r than the l)ii>iiii<'S>i only recently had Iwen led to l»elie\'e. 

Two of the lop i\c\\ York ajicncics last week reported that some of the accounts in that 
calegory lia\e iinfvozeii tlieir 1*^61 hiidjiets and advised the agencies to snhinit their ree- 
oinnieiidalion-; for the hahance of the year. 

Olio sueh advertiser is rpioled as heing spurred h\ lliis: {!) the heavy outflow of funds 
hy llie Governnienl wouhl l)e felt h\ the eeonoinv in another hvo or three months; (2) an en- 
siiinp jump in orders for diirnhles; I helief that the activity will not cheapen money; 
(4) in\'eiitories in many lines — of course, excluding autos — are reaoliinj; the tlireadhare 
level. 

Just a few examples of this re.^iirge fd confidence: Aleo;i (I'&S&K) will he spending 
$7 million in tv for 1961-62 ns eomparcd to 81.9 million this season and du Pont, 
U.S. Steel and Armstrong are all increasing their air media hudgets for the coming season. 



Fedder's (air eondilionin'z) own "lestnre of eonfidenee in the hnsiness outlook: 
it's poiu-inj; $4 million into air media for 13 vvo<>ks starting in May. 

The huy consist? of IM minute participations on CHS TV jnid iNUC TV nighttime 
programs and 23 five-niinute news ])rogranis on Mutual, with local dealers urged to buy 
ent-iiis on the 412 MBS stations. {Hicks & Grei>t is the ageiicx.) 

Marketing emphasis will be on two denion.*trntion (pinlities of Fedder equipment: fl) 
77-second installation and (2) the Cliinatiiner, or cloek control. 



The encouraging word of the week for national spot radio: Brown <S: Williaui- 
soil is eouiiug back into tlie fold after a long absence and in a big way. 

In re(]uesting availabilities Bates noted that this eampaign for Kool, Viceroy and Ken- 
tucky Kings will be ou a 52->vcck basis. 

The market pattern is rather hoppity-skip hut the list will probably run well over 1(H) 
and involves schedules of about 50 spots a w<>ek per market. In a way. the leap hack 

into spot radio will provide a pretty strong weight alongside Re\ Holds'. At the moment there 
isnl much, if any. radio coining from the other cigarette giants. 

Among the other radio avail calls out of iNcw York: I'urolator f JVi'T) : Q Ti])s 
(Gund)inner ) : Philip Morris' Alpine ( Dov Ied)aned5ernbacl0 . eight weeks. 



ONSOR 



While the tv network business continues to go through a period of drastie evo- 
lution — assuming in the pr<M'ess more and more of the private preserves of spot 
— advertisers tlieniselves are faced with no small (jiumdary. 

Are they wise in spreading their risk and perhaps lowering their CPM by the participa- 
tion program route when, in exchange, they have to snrrender the plus value of having 
the star do the commercial? 

Those perplexed by this notion obviously realize tliev can't have their cake and eat it too. 
And, as some agencymen have ohser\ed. it is because of this added value that the industry 
can expect siieh giant network users as P&G and General Foods to persist for years to 
eonie in the selection and control of tlieir own programs. 

Another angle motivating the twosome in that respect: the\ can thus be free of network 
dictation as to scheduling and sur\ ival of the r program. In effect, they can move them to 
whate\-er network they please. 
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SPONSOR-SCOPE continued 



Come tlie fall ABC TV nigliltiine achertisers will be paying more for their pea 
hour lime, 8:30-10:30 p.m., tliroiigli the network's device of lowering the discoun 

For instance, advertisers in that span who have been entitled to a maximum discount 
30% will get a maximnm of 25% next season. 

However, the maximum will remain as is for advertisers who happen to have a part 
jiation announcement in hour programs that straddle the period. 

Lever hreaks its tv test for Swan liquid in a flock of markets 19 February. 

The schedule: 9-10 spots a veek via BBDO. new agency on the account. 
Another lest brand in the same company's stable. Reward, a detergent tablet, is ali 
taking off with a sizeable schednle in a hatch of markets through JWT. 
Still another soap, Duz (Compton). is stepping up its spot tv push. 

There's good reason for the .'still-inonnting demand for late fringe lime among 
women-appeal products: more women are slaying up late for tv. 

Witness this Nielsen comparison covering November 1960 vs. November 1959: 
The average women viewers in 1959 at 11-11:30 p.m. was 13 million and at 11:30-] 

night, 9 million, whereas in 1960 the average at 11-11:30 p.m. ran 14-.6 million ar 

at 1 1 :30-midniglit, 10.1 million. 

Nielsen gives the following percentage breakdown of audience composition in Novemb^ 

1960 of the late nighttime tv audience across the country (per 100 viewers) : 



TIME BEGINNING 


% WOMEN 


% MEN 


% TEENS 


% CHILDREN 


10 p.m. 


45 


31- 


9 


12 


10:30 p.m. 


46 


35 


8 


11 


11 p.m. 


48 


38 


6 


8 


11:30 p.m. 


49 


37 


6 


8 



If sellers of spot radio are wondering about GMAC's plans for the coming sur 
mer, the answer is that there'll be a campaign with the same dimensions of 196| 

It'll involve over 120 markets, run 19 weeks starting the end of May and encompa 
li> spots a week. 

However, Campbell-Ewald will not entertain pitches for at least six weeks. 

Y&Il is doing some digging into the recent rate histories of optional network 
IV stations with the prospect of lopping them off lineups. 

The study was activated by clients who wanted to know what optional, or marginal, sta- 
tions \\a\e been upping their rates automatically and without benefit of more audience?. 

Tlie spread of the rotating commercial in network Iv — slemming from spot car- 
riers and daytime niinntc sales — is creating its own sense of alarm within spot s^- 
■ ng circles. S 

Wliat i)rccipitatcd the alarm was this: the discovery that more and more adverlisffll 
were checking their agencies' reports on prodnel conflict, that is, from the view tM 
their chainbreak spot was adjacent to a competitive jiroduct on the network. 

The sellers of ^wl jioint out that they're being thrust in the role of v illains just 
cause the affiliates stations no longer are getting adequate notice of what products are beij 
scheduled on certain days by the network. This jumping in and out of i)roducts, they ai 
can only progressively angnieni the conflict problem. 

Retorts CBS TV: We'll try uur luirdesl l« keep the afliliates sufiiciently appri 
of the brands scheduled in the 10-noon s-trij) and the only possibility of conflict is when so: 
corporate advertiser will slip in a special cunipuign. In that e\ent. we'll tell the cli 
not to take it out on the station if there's a chainbreak conflict. 
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SPONSOR-SCOPE continued 



There's an increasing relnctaiice with eaeli passing year h\ orV.^ an<l adver- 
tisers to change their nighttime programing in niid-seuson. 

Two obvious reasons: tlie inciilciice of more oiie-lioiir slunvs and tlic licsitanc)- of free- 
lance producers to letting a new series battle its way as the warni weather approaches. 

Result, declining casualty rates at the midway point, a"; attested hy tins Sl'O.NSOU- 
SCOPE con)parison: 





1%0-f.l 


iy.)9-60 


1958.59 


1 9.57-58 


Total nund)er of entries 


10!! 


119 


111. 


120 


Total shows (lro]i])ed since fall 




15 


30 


34 


Casualty rate for all sponsored series 


-,.v{ 


12.f.^; 


26% 


28% 


Total newcomers in fall 


-l-l- 


43 


36 


45 


Total newcomers dropped 


6 


9 


17 


26 


Ca*ualt\ rate for new shows 


12.6% 


21% 


47% 





ABC TV's competitors seem to he taking its proposal to give afTiliates <10-sec- 
ond station hrcaks at night this fall with a grain of salt. 

At NBC TV in particular the announcement was greeted as a trial hallooii. 
The immediate reaction on the agency and advertiser front, in ]iart: 

• General Foods asked its agency to exai)iii)e the move from the \-iew]ioint of its becom- 
ing a generator of triple-s])otting. (ABC is suggesting to stations that they sell only two 
2()'s in these hreaks and avoid splitting the time up into a 20 and two lO's.) 

• Conipton. a P&G agency, wrote AHC to tins effect: (a) time was heiog "stolen" from 
advertisers; (b) the rate card should he re<liice<l proportionate to the 10 seconds deducted; 
(e) more tin)e given afTdiates between ])rogranis could only lead to the <lilntion of each com- 
mercial hefore and after the hreak. 

iSUC TV's cost-per-l,OOOdiomcs-per-commercial-ininiite slid off slightly for the 
iNovember-Decemher period, while AlJC's showed a hardly perce])tihle rise. 

The two-year comparison : 

^ET\VOTK ^0\'E^IBER■DECEMBER 1960 NOVEMBER-DECEMBER 19.59 

ABC TV S3.69 S3.67 

CBS TV 4.36 3.90 

NBC TV 4.57 4.68 

Average CPMIIPCM 1.19 4.08 
Note: the 1960 figures are based on the earned winter discoinit (15%), whereas the 

1959 costs are based on the average 52-\veek disconiit (25%). The difference is 10% on 

time and about 5% on programs. 

CBS TVs 10-noon minute plan went into effect to<lay (13 Fehruary) e\en 
tliongh its holdouts from the plan included such groups as M(>re<lith. Tafl, Storer 
and Corinthian. 

Obser%-ed the network on the eve of the plan's debut: there are enough ainiiates en- 
thusiastic about the plan to make it attractive to a<l\ erlisers. 

The network avowed it had no intention of calling a special meeting of its afTdiates 
advisory board with the idea of solving the holdout situatioi). 

What is of provocative significance about the refusal of the four grou])s to carry the morn- 
ing schedule is this: it is the first time that a network has been faced >\illi a elial- 
lenge of snch natnre from a combination of so much coxerage strength. 

To a philosophic obsen-er of the business this maverick gesture can ha^■e two implications: 
(1) the posing of a power threat of no small dimensions; (2) the beginning of a treml 
that in <luc time could undermine the prime props of network might — (a) the abil- 
ity to deliver the maximum coverage desired by a national ad\ertiser; (h) the difference be- 
tween a firm economic base and a dubious one for a station as a result of afTdiation or non 
affiliation; (c) easy acquiescence by affiliates of new network policies or plans. 
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II may iiileresi Shell to know llial women are slill (jiiile an iiiiliieiitial faelor in 
(leeiding on what brand of gasioliiie to buy. 

A survey just completed by Ethyl Corp. on this question sho\ved that in 56% of the cases 
women ha^ e no say, in 30% of the instances lliey have a partial iiifluenee and in the re- 
maining 11% they do llieir own deeiding of brand and gasoline station. 

\^'lial infliienees the women drivers in their selection of stations when at home: loca- 
tion, lu'^c : personnel, 38%; service, 17%; hu.<band's choice, 17%. 

Vt'hen they're on the road a lot more faelors enter, like credit cards, restrooms, din- 
ing facilities nearby, minor repairs and whatnot. 

ABC TV may swileli the originating of some of its films to Chieago as a resnll 
of the insisleiiee by IVew York City that a ^% sales tax be paid on shows. 

The tax is paid on 15% of the eost of the show on the grounds that 15% of all tv 
homes in the U. S. are in New York City. 

There's also a gross reeeipts twist: the city's taxmen are seeking to assess the net 
snles on lime by New York stations and the commissions paid to ad agencies. 

Soap operas eontinue to oiitpnll easily the other types of daytime programing. 

The number of sho\\s in each category has increased substantially over the 1958-59 sea- 
son, what with ABC TV's daytime expansion, but the serials managed to maintain as big 
a margin in respect to andienees. 

A comparison of davtime program types based on the second November 1960 Nielsen: 

CATEGORY SPONSORED SEGMENTS AVER.\GE AUDIENCE AVERAGE HOMES 

Film repeats 93 5.4 2,441,000 

Soap operas 120 7 A 3.345,000 

Quiz-and. participation 199 6.0 2,712,000 

TvB has in proeess a study of liow mneli furniture stores are using the medium 
and what their attitude is toward tv. 

Cooperating on this project is the National Retail Furniture Association. 

Also in the works at T\B: what Iv did to give the eranberry growers a whopping 
sales season in 1960 follow ing the setback the\ got from the Food and Drug Administration 
t)\eT spray effects the y ear before. 

Lever Bros, is really taking a leaf out of the P&G hook in one area: it's pro- 
liferating its brands in burgeoning nev' faeets of the soap field. 

Like adding a Swan lirpiid to its already established Lux b'quid. 

The marketing gimmick here: You get a lot more sales opportunities and you wind up 
with a still fatter volume. You're doubly snioolb if you can cash in on a recognized name, 
such as P&G has done \vith Ivorv liijuid. 

Parker Ten last week integrated its sales force with Eversliarp. a division of 
Parker. It ronbl be that Conipton's role with Parker will go from an interim to a perma- 
nent basis. 

Conii)lc)ri is already Eversliarp's agent. 

CWcu reason for the integration: during one call bv a Parker-Eversharp salesman the 
prospect can scan a pen line starting with .'i^ci and ending with S 1 ;>0. 

For other news coverage in this issue: see Newsmaker of the Week, page 8; 
Spot Buys, page .">7; Si>ousor-\\'eek Wrap Lp. page 66: Washington Week, page 59: SPONSOR 
Hears, page 62; '\\ and Radio Newsmakers. p;igc 72: and Film-Scope, page 60. 
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;till America's favorite cookie 




Little Margie 



Hill mort.' ii;ncw..s "^■■■■l^' <-'i\ lor M^ 
II M \Rr.:i ,is st.iuon after M;iiion kccp^ coiiiint: 
lor \i xKi.il hcc,nl^c iuiiliciu c\ .l^k lor lior Ci.ilc Storm 
licr u,i\ through 1 26 epi--otlCN into the hc;irts of 
ric.i crc.ilc> J Iricnill) .icccpl.mcc lor spon^or^ .inti 
produc^^ Now m 7th, Sth. yth .intl lOlh runs R.ilings 
'ctting hcitcr ill the iiiiic 

Available for strip programming 



MY LITTLE MARGIE still b eats all competition In her time slot 

NO 



Y J 




NO I IN IDTH RUN 7 6 CHICaCO 

My LilMe Margie outrates O''O0''on^i such ns I Love 

LuCf, I Mflfned Jonn. Asbott 4 Costcno 

NO I IN STH RUN . 12 9 RICHMOND 

My Little MofQ e outffltes proornms Such as 

December BriOe. Amos n Antjy 1 Love LuCt 

NO I IN 8TM RUN 7 7 NEW YORK CITY 

My L ttle Margie OutrnlPb oroflrnms -^^ n 05 L fr 

of Riley. Our M ss BroC-S, ADbOlt i Coste lo 

NO I IN 7TH RUN . 8 3 DETROIT 

M/ Lilt'c Margie Outrnles proflroms such as ' LOvr 

Luct L'te ot Riiey 

NO. 1 IN 7TH RUN . 10.1 BOSTON 

My Lit e Mnrflie Outrates proflrnrris suCh as Burn;, 
i ftneo. Miirr^ea Joan 



Another favorite Tfouble With Father 



IN 6TH RUN 7 2 

DALLAS. FT WORTH 

My L "If N'arg c o jl'-ifc^ p' c'o 
of R rr LO'.e L 1 Oece"ibpf B''' 



NO I IN 7TM RUN 

L ti e Mfl'o e p ji' jf- 

4 Al . • M 5 B' ■ ■•■ 

NO I IN GTH RUN 

My L 1 le Miirg e Puf'IH'' 
L I Mfi' ■ rcl J an 6,, 



a z 



PITTSBURGH 

. V .►^.i B 



12 2 * 

K ft' ! 



I N NL APOLI5 



? ARB N r r 



Starring stu erwin 



EnieMn m ml for rie w^r, ^ Ijm 




Nsoi; . 1,^ Ki:um vi!\ I'Xil 



The Embassy of Spain 



Senorita Mercedes de Areilza, daughter 
of His Excellency Jose Maria de Areilza, 
former ambassador of Spain to the 
United States, photographed at the 
Spanish Embassy in Washington, D. C. 
. . . another in the continuing 
WTOP-TV series on the Washington 
diplomatic scene. 




REPRESENTED BY CBS TELEVISION SPOT SALES 



49th and 
Madison 



New 'depth' approach 

R cfi a nl i 11 <; \(iiir new "S|)<)n^or 
Week." CM) J;nniai\ ]%l I. I think 
ilV <;reat and coniliiiic.'- tlic lie^t fea- 
tiiics of a newy-lcttcr and a '"dciitli'" 
a|)|)r()a(li. 

(Mrs.) Alice Kocli 
promotion c/irccloi 
K M0.\ 

Si. Louis. Mo. 

Exceeds expectations 

Tile new "Sixm.'-or Week. " (.'U)J:inii- 
ai\ e\eeeil> oiii e\|je(tati()n:- 

i)y far in il:- deiiveiv of signifieant 
leiexision and radio ad\ertisin^ 
Me\\>. different!) and in <le|)tii. 

(]oM<;ratidati(ins on an exeeiient 



new feature!, it adds snl)>tantiall\ to 
the value of \our airea<l\ nieat\ and 
« elldialanced editorial content. 

Hoi) llnltiin 

v.p. 

/'Aluard I'dis & Co. 
\ew )orl;. V. ). 

Segregated entertainment 

Wil) I voice strong disagreenient 
with the .-tatenients of general man- 
ager llarr) W illiui. \\ HF.K. Chicago. 
|)ertaining to \cgro radio. ("Seller's 
Vie\v|)oinl." si'ONSoit. 26 Sc])lcnil)er. 
I<)6(J..) 

If the Negro wants \aricd. crea- 
ti\e and infnrniali\e radio a.-* well a- 
enterlainnient. wh\ does he need \e- 



gro radio? Thi.< descrihe.'; general 
radio for all American?. \s a pro- 
fessional radio man. I de|)lore so- 
called i\egro radio. 1 he middle das.s 
Aegro has the same general tastes as 
the middle (dass white. The same is 
true of the ujiper and lower echelons 
of Vegio and white societ\. What 
|)ossil)le reason, therefore, exists for 
s|iecific Aegro radio? 

1 des])ise segregation, and segre- 
gated entertainment i» e\er\ hit as 
discriminator) as segregated hous- 
ing. It creates an illusion of differ- 
ence hetwcen white and Negro that 
does not exist. Indeed, it stresses 
dilfeieuce rather than sameness h\ 
its \er\ existence. \^'hy not Oriental 
radio stations. Indian radio stations, 
radio stations for redheads, etc.? 

Furthermore. 1 ha\e ohserved that 
in most cases, although the Xegro 
station (li-])la\s a facade of good 
deeds, it still programs junk. ap|)eals 
to the lowest classes, and often lacks 
e\en a mininiuni res|)ect for its lis- 
teners. Whatever good it does is 
coiinterhalanced 1)\ the fact that 
there snpjxisedl) I if we were to be- 
lie\e these stations I is a need for 
s|)ecial radio stations for |)eo|)le 
whose skin is darker than the ma- 
jorit) of American citizens. lea\ing 
the obviously incorrect ini|)ression 
that skin ])ignienlati()n, and not in- 
leller-tual de\ elopnient. is res|)onsihle 
for tastes in entertainment anil in- 
formation. 

I do agree with Mr. W'ilhnr that 
there are nianv wa)s to impro\e it. 
Might I suggest the best method? 
forget teni|)oiar\ gain and elinu'nate 
it. Negro radio liel|)s to separate 
rather than miif\ our pco|)le. It 
docs a disservice to our indnstr\'s 
image. 

Richard J. Seholem 
co-iuaiuicicr 

line. []lassillon. Ohio 

Support of NAB wcti liked 
I want )ou to know how dee|)l\ 
grateful all of us connected with the 
NAB Kadio Code acti\ities are for 
\our e\c(dlent article. "NAl? ]>uts 
teeth ill Radio ('ode.'" U) .Ianuar\. 
19(11. We feel this kind of support 
is the finest ser\ ice \ on can jx'rforni 
for the entire ad\crtising indnstr). 
Cliir Gill 

/)/ c.i/f/e/i/ nnil liciicial iiuniogcr 
KEY.) 

A nahcim. Calijorn in 




NO, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

t'opulalion 1,.")20,100 Drug Sales $ 40,3,-)5,000 

tlouscholds 423,600 .\uu>iiioiivc S;ilcs S 299,539.000 

r.Dnsiiiner Si)ciulal)lc Income General .Ntcrctiandisc .$ 148,789,000 

$1,701,109,000 Toial Retail -Sales 51,280.255,000 
Food Sales $ 300,480.000 

KNOE-TV AVERAGES 71% SHARE OF AUDIENCE 

According to November, 1960 ARB we overogc 71% shore of audience from 
9 o.m. to midnight, 7 doys o week in the Monroe mctropotiton trode oreo. 



KNOE-TV 

Cliaiiiiel 8 
Monroe, Louisiana 

f'li'ito: Jtmlon. J inii\uinn, luirnc i>t I .i)Ui\iaiia T'nlvtt't liitu Itnliliilr. 



CBS • ABC 

A Jomes A. Noe Station 



Represented by 
H-R Television, Inc. 



2() 



sl'ONsoij • 1,? M-niUMiV ]')()1 



I 




.. . -; -, u O to 



-K\ \ u 7 8 ''r 

i''"-*?.! 7 .1 ^ -J 




Spend your time more profitably 
in North Carolina where WSJS 
television gives you grade A 
coverage of more large cities 
than any other station 



television 
Winston-Salem/ Greensboro 



CHANNEL 12 
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An ever-expanding program pattern 



niiiiciisiuii is creating a new depth of audi- 
ence interest in seven of the largest markets, 
coa.st-to-eoast. 

Diiiieiisioii— exciting vignettes in sound 
that stir the imagination: "This is my 
Profession." "Hometown Reeolleetions," 
"Ameriean Landscape," "Bennett Cerf 
Stories," "Wonderful World of Teens," 



"Yesterday's Heroes Today," "The Year 
2000," Riehard Joseph's "Travel Notes," 
"Dorothy Kilgallcn Introduces," and more. 
Diiiieiisioii— conversation pieces by the 
world's most interesting people: Raymond 
Massey, Vincent Price, Burgess Meredith, 
1 lildegardc, Carl Sandburg, Celeste Holm, 
ShcUev Berman. Zsa Zsa Gabor. Mischa 



Elman, Theodore Bikel, Margaret Mead, 
William Zeekendorf, and many others. 
Diiiiciisioii has been added to the strongest 
loeal programs on radio, those of the CBS 
Owned Radio stations— the idea stations. 
Diiiiciisioii is an added reason for expand- 
ing your sales by reaching large and atten- 
tive audiences on: 



WCAU Philadelphia, KMOX St. Louis, KNX Los Angeles, KCBS San Francisco, 
WCBS New York, WEEI Boston, WBBM Chicago:The CBS Owned Radio Stations 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



Pepsi bounces back to net tv, puts $20 million in air 
CBS emerges from smoke-filled confabs as General Foods winner 
Need for backfield tv action influences Timex agency switch 
Biggest net tv billing gains come from cars, apparel 



Pepsi allots $20 million to air media 



Tv and radio can best use bouncy, swinging music to 
sell a concept of youth in the view of Pepsi-Cola and 
its agency, BBDO, which last week allotted some $20 
million to the two media. 

More than half of the total $34 million ad budget for 
Pepsi's biggest ad-promotion push in history goes to 
network and spot, supplemented with intense local-level 
activity in cooperation with 500 bottlers. 

John J. Soughan, v. p. in charge of P-C marketing serv- 
ces who has responsibility for all creative aspects of 
the company's operation, told SPONSOR-WEEK the $34 
million tag is 10% higher than the previous budget. 

Some of his thinking: 

• The new jingle, with many variations on the old hit 
"Making Whoopee," "lends itself to air media. We've 
been very successful with radio jingles, and we picked 
a known song because we want to get fast audience 
recognition." 

• "We'll aim for the general audience across all view- 
ing and listening segments on three tv and four radio 
nets which "gives our bottlers a national advertising 
umbrella." 

• Radio gets the biggest push in spring and summer, 
tv during the remainder of the year in three variations: 
"participations, spectaculars and continuing shows." 



General Foods keeps its 8 shows on 
CBS TV, but no one's telling why 

The heat's gone but there's still a lot of smoke cloud- 
ing issues which led General Foods, Y&R and Benton & 



Bowles to their "unanimous" decision to keep the hefty 
GF program line-up on CBS TV. 

Ten days of heated sessions with all three nets led to 
Wednesday's decision to remain in the CBS stable with 
eight show slots valued between $15 and $20 million. 

H. Allan Dingwall, Jr., director of broadcast program- 
ing for GF, told SPONSOR- 
WEEK that all "network 
propositions were very 
tempting and it was difficult 
to come to a decision"; that 
there were "many facets, 
very unusual circum- 
stances" which determined 
final nod. He termed con- 
clusion "partial" (though 
commitment involves GF 
for season starting next Oc- 
tober). This implies nego- 
tiations are complete but details are to be set. No one 
involved will detail these "facets" and "circumstances." 
Educated guesses suggest money was secondary con- 
sideration, that other elements (promotion, merchan- 
dising) were involved. 

Another view: "The Monday 9 to 10 p.m. slot (Danny 
Thomas and Andy Griffith) is a good thing; they didn't 
want to make waves. This is the key," said one network 
exec. 

Key negotiators with Ed Ebel, ad v.p. of General Foods, 
and Dingwall were Lee Rich of B&B and Mort Werner 
of Y&R. 




Ed Ebel 
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To add "atiTiospliere" to tlie sales pitch . . . 

RCA Special Effects! 



French chef sprite is electronically . 




fitted into o backyard scene 



Products of your local sponsors can be given that "distinctive" appeal with intri- 
guing traveling matte effects. Using RCA Special Effects equipment, exciting slide 
or film backdrops can easily be inserted into commercials. You can place an 
animated figure into a moving background or add "atmosphere" details thai 
give results, very simply. The system will accept signals from several sources tc 
produce a variety of effects. 

In addition to traveling matte backgrounds, RCA can i)rovi<le modules for Ibi 
sjiecial effects, including wipes, split screens, block, wedge, circular and multiple 
fre<iuency patterns. Any ten effects may be preselected — simply plug ten modulei 
into the control panel. You get the right effect to add that e.xtra sell to your prO' 
grains and commercials every time! 

Your RCA Special Effects will sell itself to 
advertisers and give your station a competitive 
edge. See your RCA Representative. Or \vrite 
to RCA, Broadcast and TeleWsion Equipment, 
Dept. RB-22, Building 15-1, Camden, N. J. 
for descriptive booklet. In Canada: RCA 
VICTOR Company Limited, Montreal. 

RCA Braadcost and Televlslan Equipment • Camden, N.J. 

RCA Special Effects Panel 



The Most Trusted Name in Electronics 

RADIO CORPORATION OF AMERICA 
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NAB's new radio code limits 
commercials to 14 minutes hourly 

Palm Springs: Radio Board of National Assn. of Broad- 
casters Wednesday amended its code to specify maxi- 
mum advertising time in announcements and or multi- 
ple sponsorship programs. 

Previously code's commercial standards applied only 
to programs under single sponsorship. 

New code reads-. "Maximum time to be used for ad- 
vertising shall not exceed average of 14 minutes an hour 
computed weekly; in no event shall maximum exceed 
18 minutes in any single hour or five minutes in any 15- 
minute segment. Such program types as classified, 
swap shop, shopping guide and farm auctions shall be 
considered as containing one and one-half minutes of 
advertising for each five-minute segment." 

NAB president Leroy Collins Friday closed meeting 
with two suggestions: (1) Proposing broad positive pro- 
gram for improvement of broadcast industry; (2) Calling 
attention to need for far-reaching reorganization of 
NAB. Plans for latter may be readied for June board. 



MEDIA NEEDS BACK-STOPPING 

Marketing-research influence Timex switch 

A giant tv budget and its size in relation to a national 
advertiser's total advertising appropriation requires 
heavy backfield agency action in marketing and re- 
search, in addition to media, which is the key to why 
U. S. Time is switching its account to Warwick & Legler. 

Timex last week announced it's dropping the W. B. 
Doner agency in May, at which time W&L will pick up 
$3V2 million worth of tv billing as well as additional 
newspaper and magazine appropriations. 

Robert E. Mohr, v.p. and director of sales and adver- 



tising for the New York client, says tv plans won't be 
set until he's seen the new agency's recommendations. 

But he expects: "a new, creative approach; a continu- 
ation of television specials, which have been very suc- 
cessful; adherence to programing rather than announce- 
ments; possible ventures into new formats accompanied 
by public service and variety forms of specials." 

W&L expects to add new 
creative staffers to handle 
the account but has made 
no decision as to which top 
account people will be as- 
signed to Timex. Another 
of the agency's jobs will be 
to plan and coordinate 
sales-marketing strategy on 
a variety of new products 
which are in the works, Mr. 
Robert Mohr Mohr said. 




From NBC to CBS: salt for its tv wounds 

There's no official comment — not even a small moan — 
from CBS TV as a result of NBC TV rubbing salt in its 
rotation plan wounds last week. 

The latter, alerting its affiliates to the new CBS TV 
Monday-Friday 10 a.m.-noon sales revamp, charged its 
competitor with "cutting prices, cutting compensation, 
drastically altering the basis of compensation, and com- 
pletely changing the basis of sales in offering 100 min- 
utes per week in four program strips." 

A nine-page research analysis went from NBC station 
relations in an attempt to clear up industry confusion. 
One conclusion about the CBS TV move: "At this time, 
programs are unknown, ratings are unknown, clearance 
is unknown — the only certainty is the cut-rate price." 



The timebuyer's role is a hard one, 

■hat special breed of broadcast pro — the buyer — got a 
dual-angled analysis last week as Sam Vitt, v.p., Doherty, 
Clifford, Steers & Shenfield, and Bill Vernon of Blair-TV 
probed the timebuying mystique. 

I They agreed on buyer ba- 

Isics, despite different ap- 

•Iproaches, before regulars /' 

■attending the RTES Time- / 



buying and Selling seminar 
last Tuesday. 

Among Vitt's contentions: 
'\ good buyer must "absorb 
the advertiser's media and 
marketing strategy, thor- 
oughly analyze all stations 
in cities he plans to pur- 
chase, develop a rational 




Sam Vitt 



;po\soR 
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both buyers and sellers agree 

philosophy to explain his actions." This requires "a 
keen degree of intelligence, an ability to see all sides 
of a problem, an extraordinary amount of hard work 
under a great deal of pressure." 

A rep, he contends, is most successful if he "has and 
inspires faith in himself and his product — the availa- 
bilities he wants to fill"; understands rudiments of the 
agency business and the client-agency interaction; un- 
derstands the buyer and knows how he uses his non- 
buying time; knows whatthe buyer wants and helps him 
get it; and if he "keeps at it — everlastingly at it." 

Vernon, commenting on the steady rise of many buy- 
ers to top media and account levels in agencies, traces 
success to three factors: curiosity, conviction and cour- 
age. The buyer with curiosity to "develop convictions 
and the courage to act on them will be handing down 
the rules and regulations of tomorrow." 



Sell the 23-county San Francisco 
Bay Area at night with high- 
rated minute announcements 
on KTVU. No forced combinations. 
Buy one announcement. Or 
buy a schedule on the money-saving 
penetration plan. 

Minutes, 20's and ID's combine for 
penetration plan discounts. Additional 
discounts on 13, 26 and 52-week schedules. 
Call KTVU or H-R Television Inc. for availabilities 





CHANNEL 



SAN FRANCISCO • OAKLAND 

One Jack London Square, Oakland 7, California 




SAN fhancisco bay ahea 
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Net tv shows major gains in 2 of top 4 
consumer markets — cars and apparel 

Two of the country's four major markets — clothing and 
shoes, and automobiles and parts — represent consumer 
product categories which are increasing their network 
tv advertising expenditures significantly. 

This is shown in new TvB figures, which indicate that 
most of the gains in network tv time billings for the 
first 10 months of last year (the latest data available) 
came from three sources: automotives, apparel and 
drugs-toiletries. 

McCann-Erickson's Marplan has high hopes for these 
two categories of business as well as for food-beverages 
and furniture-household equipment, the four of which 
"account for three-fourths of all personal spending." 

The marketing group, in a new survey on "The Decade 
of Incentive," cites the 1960 averages and anticipated 
high and low points for 1961, as shown in the chart. 





19S0 


19S1 


Forecast 




$ in billions 


$ In billions 




average 


high 


low 


Discretionary income 


S12.i 


SI 38 


S12,-S— 


Clothing and shoes 


28 


30 


2.'! 


Automobiles, parts 


IJ! 


20+ 


16+ 


Food, beverages 


81 


r>3 


81 


Furniture, hse. equip. 


18+ 


21 


18 



A key factor: so-called discretionary income, which 
averaged $125 billion in 1960 and may hit $138 billion 
this year "if business conditions begin to recover im- 
mediately." However, "if business conditions continue 
to decline through the spring and then experience a 
typical recovery," the discretionary level might go a bit 
under that $125 billion figure of last year, notes Mar- 
plan's study. 



BROADCAST CODE HITS CANADA 

Toronto: For the first time in Canadian broadcast his- 
tory, individual stations on their own initiative last week 
adopted a cede of ethics and told their viewers and lis- 
teners about it. 

Two-thirds of all Canadian tv and radio stations have 
agreed to conform to this Canadian Assn. of Broadcast- 
ers' code, which has been in the works for more than a 
year. Total number of stations; 144 out of 217 Canadian 
facilities (169, radio; 48, tv). 

The code relies on voluntary station action, solicits 
listener and viewer attention and comment and is to be 
checked on by a CAB watch-dog committee. 

Code provisions are similar to those established for 
the U. S. by the National Assn. of Broadcasters. 

National Revenue Minister George Nowlan, after com- 



menting on the decline the number of newspapers "in 
recent years," said "During that same period the num- 
ber of broadcasting stations has rapidly increased. 
Every day we are becoming more and more influenced 
by what we see on tv, what we hear on radio." 



'Untouchables' set for pressure pickets 

Culver City: Constant interjection of pressure groups — 
with or without irritation — is s.o.p. for any network, 
show, agency or advertiser, and the newest barrage is 
due to be aimed at ABC TV's Untouchables. 

A New York Italian-American group plans a picket 
demonstration before network studios in New York on 
9 March proclaiming that program "defames Italians." 

Josef Shaftel, program 
producer, told SPONSOR- 
WEEK last week that Desilu 
(packager), the network and 
the producers have never 
intended deliberate defama- 
tion. He went on: 

"I have endeavored to 
portray other ethnic groups 
— Jews, Poles, Irish — as well 
as Italians in gangland ac- 
tivity; to portray gangsters 
who lived, operated in pro- 
hibition era. 

"No deliberate attempt has been made to single out 
any one group or to show them in a derogatory light. 
Unfortunately, a great many of the gangsters of that 
era were Italian, and provided the colorful characters 
that we have portrayed." 




Josef Shaftel 



MBS becomes first network to 
retain station rep for sales 

For the first time in broadcast history, a network has 
named a station representative firm to handle its sales. 
Thursday the Mutual Broadcasting System announced 
it has retained Broadcast Time Sales to represent the 
network outside New York City. 

Effective date is 15 February when six BTS sales 
offices across the country will represent MBS. An- 
nouncement was made by MBS President Robert F. 
Hurleigh and BTS President Carl L. Schuele. Latter 
says "Our research shows sale of spot and network is 
completely compatible; the two areas have grown closer 
together in philosophy and in practice." 

Hurleigh announces the network now guarantees 80% 
clearances instead of the previous 75%. 
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OLD 

NEW ORLEANS 
FAVORITE . . . 



Here's how to make it: 

Fill Old Fashioned glass with ice 
cubes. Paur in 1 az. brandy ar 
cagnoc, Vi oz. rye whisky, grena- 
dine syrup ta taste and a squirt af 
seltzer water. Twist piece af leman 
peel over drink, stir and serve an 
racks. If yau prefer, prepare it with 
crushed ice in shaker, blend, strain 
and serve as a cacktail. 



0^ 



i 



As served at Maylie's, tensions fade away. 



WWL-TV. . . new 
New Orleans Favorite 

The best known railroader in these parts, Brakeman 
Bill, hosts WWL-TV's big new afternoon kid show 
Monday through Friday 4:30 - 5:45. He's a model rail- 
road engineer, and his fabulous train layout is the envy 
of every child's eye. Big entertainment package in- 
cludes Popeye and Bugs Bunny cartoons, too. 

In the New Orleans market Brakeman Bill puts you 
on the inside sales track with the kids and their moms. 
Ask Katz for details. 

WWL-TV 

NEW ORLEANS 
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oiling ahead 




AT AFA; N.Y.U. prof. Hector Lazo, Ad Council pres. Repplier. Rep. Robert Wilson (R.-Callf.) AAAA pres. Gamble, FTC comm. Anderson. 
FTC chmn. Kintner, Westlnghouse pres. Don McGannon, AFA pres. Proud, special asst. to Pres. Kennedy. Landls. Grey Adv. pres. Fatt 

FOCUS FOR '61: WASHINGTON 



^ AFA, ANA, and NAB all scliedule major nu'etiiij;.'* 
ill Capital in all-ont drive to bnild industry ])restigo 

^ Unprecedented efforts by adiiieii and broadcaster.-; to 
promote tlieir cause witli Congress and Adiiiiiiistratioii 



P' W.V.-^HINGTOX 
ut down Pennsylvania, not .Madi- 
son or Michigan A\enues a? the 
Main Stem of ratlio/tv aihertising 
artivit) for the first half of 1961. 

By mid-May the greatest concen- 
tration in histor\ of ad\ ertisers. agen- 
cy men and hroadcasters will ha\ e 
descended on this Capital City with 
more facts, figures, speeches, sales 
pitches and presentations on the \ ir- 



tues of advertising than W ashington 
(or any other cit\ I has ever seen. 

KickolT of the nia?s invasion was 
the Ad\ertising Federation of Amer- 
ica s Third Annual Midwinter con- 
ference, held here early this month 
which attracted more tiian 750 per- 
sons, including some 300 senators, 
congressmen and administration of- 
ficials. 



It's a Washington 
Year for Major 
Trade Meetings 

AFA 31 Jan.-l Feb. 

(Midwinter conjcreiire) 

ANA 16-19 April 

(S/yrin!: meeting) 

NAB 7-11 May 

( Innud! roni eiilion ) 

AFA 27-31 May 

(Annual convention) 
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Ill mid April, tlie A>;soriatioii of 
XaticiiKil \clvcrti>pr# comes to town 
for it> annual open s])rin<; meetiiifr 
wliicli i~ generally field in Cliicago. 
In parly Max. Wa^liinjitoii will pla\ 
lio>t to .-omc 3.000 nieinl)erp, associ- 
ate-, frienifs ainf guests of the \a- 
tioiial Association of ISroadcastcrs 
wliirli is \arying its usual Conrad 
Hilton — Cliirajro routine for a marcli 
on tlic Xation's' Ca])ital. 

01)\ioiisly the r(?asoii for all this 
niassi\(' W'ashinjitoii-based acti\'it\ is 
the fart of an Inauguration year with 
hoth aiKcrtisers and broadcasters an\- 
ioii>i to woo aggre.ssiveh the new Ken- 
ncd\ \(hiiinistrati()ii and the new 
<)7tli Congress. 

Ihit xctcran oliserx ers of the ad\er- 
tisiiii; and hroadcasting scene? sav 
that the 1961 concentration of fire- 
power i- hoth irrcater and difTerent 
than prc\ ious iiidu>tr\ attempts to in- 
fluence government action. They point 
to the following: 

1. Inrohemeril of ndvertisini^ lead- 
ers. It has heen no secret in Ww 
^ ork anil other ad centers in recent 
month- that many liigli ranking ad- 



A HIGIIPOINT in the 1961 
(Irirr hy admen and broddcast- 
ers to iinproic the prestige of 
the ifidiistry irlth members of 
Congress and the /Idinlnlstration 
jicis 7 ill's presentdti'un oj its 
CeUonuitic program. 'Progress 
of Discontent.'' at the recent IF/I 
meeting in irashington. TvB 
Chairman CAenn Marshall, intro- 
ducing the presentation said. 
"Il'e all share the r(-sponsibility 
of beeping our American econ- 
omy moving forward. Only ad- 
rertising can provide the magic 
jxtth for new success stories.'' 



\ertising leaders ha\e heen deeply 
concerned about the unfavorahle im- 
age of ad\ertising held in certain ]io- 
litical and go\erninent circles, and 
ha\'e Iieen working (jiiietK to develop 
constructive plans for impro\ ing it. 

The recent AFA meeting was (jroh- 
ahly the first public evidence of their 
labors. While past AF'A gatherings 
have often lacked su])port hy larger 
agencies and national advertisers, the 
1 February conference was ])lainied 
h\ a blue ribbon committee, chair- 
mailed by Arthur Fatt. pres. Grey 
Ad\ertising. and including sncli in- 
diistr\ lights as Ralston H. CofTiii. 
v.p. KCA. Harton A. Cuminings. pres. 
Coirptoii. A. X. Halverstadt. adv. 
iiiirr. P&G. and Max Baiizhaff. dir. 
adv. Aiinstrong Cork. 

2. Concern about administralion 
advisors. The furor last summer 
when numerous admen resented anti- 
advertising cracks made hv sjM'akers 
at the Democratic and Republican 
coinentioiis was heightened by the 
suspicion that several iiiembers of the 
official Kennedv family, particularly 
Arthur I). Schh'siiiger. Jr. and J(din 




Senator Olln D. Johnston |Dem.- S. C.) 
discusses TvB's "Progress of Discontent" 
with Norman ("Pete") Cdsh, president of 
the Bureau at the AFA brealcfast session 



K. Galbraith. regard ad\ertisiii" as a 
shameful and ex])endable economic 
waste. 

Speaker after speaker at the recent 
AFA meeting excoriated Galbraith 
and Schlesinger, along with Vance 
Packard. C'Dogooders . . . morality 
hucksters," said Northwestern profes- 
sor and former adman Steuart Hen- 
derson Britt.) 

3. Concern about anti-advertising 
legislalion. With over 200 bills pro- 
posed in Congress in 1960 which 
would ha\e limited or controlled "al- 
most e\er} phase of marketing and 
ad\ ertising ' admen are more than 
ordinarily disturbed about anti-indus- 
tr\ legislation. 

Of almo^t e(]ually great concern is 
the rash of tax chiselling hy a grow- 
ing number of .states which are hold- 
ing out-of-state ad\ertisers liable for 
sales and use taxes on ])roducts sold 
within the state. Federal legislation 
is believed necessar\ to curb this 
])ractice. 

4. Concern about regulatory agen- 
cies. With toiigli-niinded \eteran 
Jaiiic* M. l-andis installed as special 




Senator Sam J. Irwin (Dem.-N. C.) tails 
over tv and ad images with fellow-North 
Carolinian, Fred Fletcher, gen'l mgr., 
WRAL-TV, Raleigh, and director of TvB 



TvB presentation ^Progress of Discontent'' seen by more 
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])vesi<leiitial as.^istiiiit dh tlie rcjiula- 
lory agi'iicii's, and witli l)i)tli PIC 
cliairiiuiii Karl Kiiitiicr and FCC 
cliairman Frederick W. Ford ste|)|)iii<; 
down, advertiscr.s and hrDodcastcrs 
lia\o been uiiii*iiall\ CDiiceiiied about 
drastic new polieies at these coininis- 
sions which might restrict or lKun|)er 
radio 'tv advertisin<;. 

5. Greater ad rcrliser-broadcasler 
cooperation, l-'aced with conitnon 
worries and coinnion |)ri)l)lems. ad- 
\ertiscrs and broadcasters are work- 
ing together more (dosel\ this )ear in 
an all-out dri\e for government sii|)- 
|)ort than ever before, say i«dustr\ 
experts. 

Donald II. McGaniion. |)resident of 
Wi'stinghoiise. was a ineinber of the 
AFA Conference Committee and was 
chairman of one of the sessions, ^sll- 
uierous broadcaster? atteiuled the 
AF;\ meeting, and one of the high 
|)oints of the conference was the T\ 15 
|)refentation I'rogress oj Disconlenl. 

Tvl> |)resident Norman ("I'cte"^ 
Cash and exec. v.|). George Hunting- 
ton staged the sixth showing of the 
widely |)raised Cellomatic presenta- 



tion helore a hrcakla-t audience ol 
.500 including more than 100 go\erii- 
ineiit and Congressional leader.- from 
the "Hill." 

'riiough I'rojircss oj DLscoiileiil em- 
])liasizes the \irtues of tv. it makes 
such a strong |)iteh for tlie v alue and 
importance of ((// advertising, that 
AFA niemhers hailed it as ke\ noting 
the conference. 

6. Iiuliislrv j//"rt/epv for llie '61 
Drive. Masic industrj strategy in |iro- 
moting advertising to government. a> 
evidenced in all AFA s|)ec('hes and 
pre.-entations. is to hauiini-r hard on 
the role of the ])usiness in the nation- 
al economy. 

Said JaniCTi S. Fi.-li. v .j). General 
.Mills and AFA Chairman. '"Our aim 
is to show the millions of buyers in 
all walks of life how advertising cre- 
ates tlie demand that keeps our mass 
|)ro(hietion ecoiiomv moving for- 
ward." 

Said \rthur Fatt of Grev. " The 
lack of fundamental understanding of 
advertijing and selling on the i)art of 
some clergy, some educators, some 
gov ernment officials and ev en some 



ecoimmi.sts, can Ix; downriglit <laiiger- 
ous, ev<'n catastrophic, not onlv to ad- 
viTtising but to the system whi(-h ha- 
brought u- a .-tamlard of living en- 
vied bv tlie re-t of the world. 

Said l'rof<---or -Stenart llender-on 
Hritt. v\lio.-c new book " I lie ."^ix-iid- 
ers ' has been v\i(lely hailed as the an- 
sv\er to Me-sr-. I'aekard. .'^(ddi'-ingi-r 
and Galbraith. "If v\e did not spend 
as imich on advertising and market- 
ing as v\e do. our economv v\onlil 
wane, and would not have as mmdi 
monev for taxe- and gift- to su|)|)ort 
our school-, ho-pital- and even na- 
tional dcfen-e. 

Said \\ . 1). .Murphv, |)re-ident of 
Campbell Sou|). "One of the ha-ic 
truth.- of bu-ine-- is that good adver- 
tising lowers the coyt of the product 
to the c(Mi-umer. ' 

.^aid Glenn .Marshall. Jr.. board 
chairman I v M and |)resident W'J.XT, 
Jacksonv illi', in introducing the frog. 
ress oj Di.sconlenl. "\\V in advertis- 
ing and in t<devision all share in one 
re-ponsibilitv . to keep our national 
economv moving forv\ard." 

From the I'rogres.s oj Disconlenl 



than 100 legislators at recent AFA Washington session 




Glenn Marshall Jr. chairman of TvB and president of WJXT, 
Jaclsonville, Senator Roman L. Hruslta (R.-Neb.) and George 
Huntington, exec. v.p. of TvB were among many Industry-Con- 
gress grojps at AFA Washington breakfast, atte.nded by 500 




Senator B. B. Hlclenlooper (R.-lowa) at the Statler-Hilton showing 
of TvB's "Progress of Discontent" with Andrew Haley of Meredith 
Publishing Company and Paul AdantI, v.p. and gen'l mgr., WHEN, 
Syracuse. Presentation scored with legislators from the "Hill" 
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KIDDIE SHOWS S.R.O. 
IN MAJOR MARKETS 

^ Availabililies are very tight on lop-rated tv slio^vs 
in the top 20 markets, but smaller markets are ignored 

^ Smaller outlets hope protection >voes, record num- 
ber of features in Morks, will spur client reappraisal 



"A(l\ciii^iri>; i> llie fi)riii of coinriiu- 
nicalioii lliat nui*! liclp spicntl tlic Jc- 
niaiul for piogics*." 

7. Tarlics jor ad rcrtiscrs (iiitl 
hroadraslcrs. \\ liilc tlic l)a>ic siratepy 
nf tlie in(lii5.tv\ 's drhc for jioxern- 
iiiciit support is to einpliaslzp the eco- 
nomic role of a(l\ crlisiiij;. tlif tactics 
proposed in\()l\(> iiuTPasiiiglv close 
contact- l)et\seeii admcii. broadcasters 
and Icgislatois. 

IJoprcscntatiN e noberl Wilson (Re- 
piililiean. (lalifoiri ia ) lold tlie \FA. 
'"I cannot ein]i])asizp too mucli tlie 
iinporlanre of petting to know your 
own Con<;ressnian. You can lie a tre- 
mendous force for good advertising 
if Mill will take tlie time ami tronhle 
to niiike liis ae(iuaiiitanee." 

Best allended feature of the \F \ 
conference uas a Congressional lle- 
eeptioM \\\\h advertisers, agency men, 
liroadeasters and media representa- 
tives acling as liosts lo over 300 mem- 
bers of Congress. A SPOXSOH elieek 
on gov erinneiilal reactions showed 
most senators and re|)resental i\ es 
tlioitiiigldv enjoying good talk, good 
fellowship and good Statler-TIilton 
food and drink. 

"Save my hadge for nie: I'll lie 
hack next \ear.'' said Senator Ken- 
neth R. Keating (R. N.Y.). a.s he 
Icfl the liallrooni. 

P>. A siimnidrY of prusvcrls, TIow 
elTeetive will be the mass \\ Washington 
invasion hv advertisers and broad- 
casters? \ snmmarv of o])iiiions 
galliered b\ si'ONSOH shows tliat most 
indiislrv expcils believe llie follow- 
ing: 

a) \n predirliojis poaslhle nn spc- 
rifir poiiils nr vrohh'tns. Congress 
and the I'^IC and FCC mav eoneeiv- 
nblv enael lavss or impose reiiidatioiis 
which will hamper some phases of 
ihe business. 

b) Unu'crcr. the penrral Wdsh'iJif^- 
lon ilirruilr is Inipror'niu. for adver- 
lisiii;;. Adminisiration leaders who 
addressed the \F \. such as James M. 
Landis and I'ndei Se( retarv of Com- 
merce Edward Cndeman were gcn- 
eraliv friendiv and eoneilialorv. 

el /Idverlisinp ami CornrnerrinI 
liroddrdsliiifc hart' ccrtdiii forrex 
d'orkiiiu. jor tlteiit more slrnrigly than 
d i'r hcinro. 

Chief among ihese: a growing 
\\ ashiniilon lecognilion that the basic 
Wlcdsc turn to jid^c 65) 



Lieo Hurneit, Chicago, lasi week- 
launched a 13- week spot flight in 19 
top markets lo advcitise Cracker 
Jack on childrens' television pro- 
grams. The (imicidties encountered 
])\ the F>uniett spot tv Inners were 
Ivpieal of a situation tlial is growing 
lighter (^aeh week. The liarriers they 
kepi bumping against: 

• The concentration of national 
spot inlere-t in only 20 or so leading 
market. s. 

• The concentration in most of 
these markets of tlie major "kiddie 
block" on one channel. 

• The |iroblenis, com])oun<led by 
the kiddie block, of [jroduet protec- 
tion or even separation (Rurnett 
vsnnled se])aration from "confec- 
tions" as \sell as from "munchies" 
like Frilos). 

In inid-Feln iiary . the height of (he 
kiddie-viewing season, the situation 
shows the big-raled programs getting 
bigger, the small smaller, and move 
and more advertisers iu ui(n(> and 
more categories interested in buying 
in. (Tliev now spend an estimated 
$rii) million in advertising aimed a! 
(he children.) Their only answer, il 
appears at this juncture, VNOuld be to 
look — in popular phraseology of the 
(lav to a "\ew Frontier." 

I'or there's gold iu them lliar hills 
for canine cowboys, lisping cats, 
spinach-eating .sailors and the hy- 
peropic and sagacious national ad- 
vertiser. As one rep salesman put il. 
"Outside the top 20 niarkels there 
aie millions of kids available for 
liuiidieds of shows, less expensive 
shows, and ihc sIiovns are starving.' 

The smaller market sliovss are mi- 
dernourislicd for several leasons. 



First, agenev buyers eoneenlrate on 
the top programs, which eat up most 
of their budgets at prenn"um prices. 
And seeoiulK. according to several 
reps, when the products can't get on 
lo these sliovNs because of a "sold 
out " sign or a product protection 
harrier, instead of investigating the 
smaller market I hey stay and take 
I heir chances on other channels in 
the major area which counterpro- 
gram against the dominant "kiddie 
block." 

Changes in the buying habits of the 
bigger users of kiddie shows have 
also lightened availabililies in the 
Top 20 markets. Advertisers of toys 
and games once nearly exclusively 
limited buying to the two months 
jusi prior to Christmas. Now tbey 
are advertising almost around the 
calendar. Candies used to dro|i tv 
advertising in the hot sunnuer 
months. Now ihcy have stretched 
their buying to 52 wirks. Bakery 
|jro(luets have also begun to ignore 
the .-easmis in favor of 52-vNeek ex- 
posure. 

What kind of shows are so much 
in demand? In almost every ease 
(except Kelloggs' s|i(ms(ned half- 
hour shows. Ihirlilcbcrr) Hound and 
Yos:! Bear) the programs are a half- 
lioui'. feat m e a liv e host vsho takes 
care of bridging the ga]is between 
short earloon and fdm episodes and 
often fadverliscrs prefer this) enter- 
tains children who come lo the stu- 
dio and appear on eameia. 

Commercials are on a jiarticipa- 
lion basis, and stations Irv lo ac- 
eonnnodale as many as thev can on 
the leading shows. W bile some prod- 
ucts, such as toys, usually demand 
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less |iriitc( tii>ii. i('|)>> >ai(l tli;il fiKnl 
|)iO(liR-ls iirori' riiiicky. lifcaiisc 

of lli'i!^. iiiaii\ |)cr.-oiiiililics en- 
(lorsiiip iiu'ii'l) dniiij; ;i li';nl- 

in. 

'■ \ii ;iiiKi/iiii; lliiiii; ;il)<)iil 
this," .-aid an a<;('nc\ linichin cr, "i- 
tliat so oflcii llicy |)lay tlic lui<;e kid 
andionrc down. r,\rt'|>l in llic lo|) 
iiiaikfts. \\c (lon'l hear wry iniicli 
al)onl llic kid slio\\s. And \ ct tlie 
l)i<!; adMMliscis on llicse *lio\\s lia\o 
had sensational siicci-ss('>. 'riu'icV no 
reason \\U\ slio>\s on smaller nuukel 
slalions ean'l he jn>t a> sueee>-ful 
for the national ad\ erliscr." 

The major ad\ erti>ei >• lliidnjili the 
years on kid show? lia\e heen Kel- 
logi;;- eereals. Continental Hakinj; 
lllo?le!.> cake?.) and (General Mill- 
(Cheerio-. r\>inkie-. ('oeoa I'liff-. 
Caramel I'nITsK Other staiulonts 
aronnd llie eonntrv are Hoseo, Kaseo 
and Coeoa Marsh milk addili\es. 
Cra\ola eraxons. Miles. Vita\nnis 



and (]hok \ilainin-, .\la}|i(i. l)o\wi\- 
Hake rallies (le-lin<; now foi what 
ina\ he .")2-\seek l)U\-l, \eslle s cocoa 
an(i Cocoa Mall, I'o-l ( Sn<.'ar i'nlT- 
and /\l|)lui l?ils), W Under Ihcad, 
l'e|)si (]ola, H. I', (ioodrieh and 
Wilson. 

Most of the leading loy atherlis- 
ers are repre-senled : .Marx, Ideal. 
Mattel. (General, American Doll \ 
\\n . Henico I ndn.-lries, I'arker 
lirolhers, and so on. 

Bniloni. LalSo^a and Kon/oni have 
|)nl their |)a-ta |)rodnets on kid 
sho\\.-. Huiloni with an imaginative 
inoinolion featuring |jremiiinis as 
\>ell a- "^agon >>lieer' and '"space 
win el"' -ha|ied macaroni. .Many can- 
die-, -neli a- M&M's and .Mars l)ar> 
are hea\ \ ad\ crlisers ; lootli|)astes. 
"Gidden Hooks" and other child rens 
hook firms nso llicse shows: Jnnket. 
Hinnhle 15ee Tmia. Frilos. .Matey 
>oa|) |)rodiicts f(jr children, Al|)0 dog 
food. W elch s and .^nnkist jnicc.-. 



and aiMU-iMneiit |iarks .iml -lunss 
-neh a- llie lee- l-'ollie- |iil( h to the 
\ onng-lers. 

"'There are mil nian\' |)rodii( ls that 
don't a|)|)l\ to ki(k ihe.-e (la\-, ' -alil 
a ^|)oke-nIan for the rrle> i-iuii liii. 
reaii of \d\erti-ing. '" I he r-ereals 
>|)end .SI.) million to icai h them, llie 
l()\ and game firms almiit ^l..") mil- 
lion. 

I he kid -how- lia>e al-o meant a 
hright -|)ot foi an iii<hi-tr\ thai 
hadii t nian\ in I'Xil) ihe -\ndiea- 
lor-. Sonie\\here helween •S20 and 
■S^^O million will !»• -|)enl in 
one -yndiealor c^tinIaled. jn-l in ani- 
mation |)ro(llicl- for children>" -liow-. 

The he\<lay of network childiens' 
|)rograming »a- |ia--ing it- |)eak al- 
ino>t fi\'e \ear.- ago. and ttidav s\ndi- 
ealor- indicate that il - almost «trict- 
l\ a local mailer. 'Ihc-e shows lia\e 
now ahoni rmi ont of llie liacklog of 
fealnielle- cartoon-. -Ia|)slick- and 
I /'/crt.ve lurn lo paiic (i I I 




Top-rated local kids' programs are almost 100% sold out 

BOSTON AREA childrens' shows, 'Boom Town' with Rex Trailer (left) and 'The Big Brother Show' with 
Bob Emery are 90% and 100% sold out, respectively, over WBZ-TV. Emery, nationally known for his 
Mutual, DuMont and "Red" Network radio-tv shows, has participations from Continental Baking, Miles 
Labs, Colonial Provisions, Junket, Schraffts candy, Fritos, United Farmers milk. Matey Soaps. Bordens 
and Drake Bakeries sponsor 15-minute segments of Trailer's show, with participators including Con- 
tinental, Schraffts, Colonial, Junket, Miles, Bumble Bee Tuna, Cott beverages, Maypo, Alpo, Welch's. 



iiiiiiiiiiiiiiiiiiiii iiiiiiii ii-iiii ir mil' iii»:-ffliiiniiiiiiiiiiiiiii!ii 
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TV PRODUCERS BUCK BIG ODDS 



MfCann-Erickson oliart of fatality rate of network film shows which are 
oiilpiil of top prodiulion houses, shows less than 50% see more than one season 



^r^'' ciitranre fif McCaiin-Erirkson 
into tv program production may have 
raised many an eyehrow in the hu?i- 
ness hut no one can say the agency 
isn't aware of the rocky road ahead. 

As part of its anahsis of the risks 
invohed. the agency has i)rt'])ared a 
track record of major producers (hir- 
ing the jjast two seasons. The figures 
re^eal tliat a producer who can tnrii 



out a series which lasts iiiore than 
two seasons rates a resoniidiiig pat 
on the hack. More than half of the 
programs turned out by Hollywood's 
shrew (lest program producers fall by 
the waysid(; before the second season 
is finished. Some of them can't even 
boast a single show lasting more than 
two years. 

W liv is .M(Caiin defying the odds? 



For one thing the agency is eo-pro- 
diicing an action-adveiitnre series with 
Desihi. a studio which boasts one of 
the most recent phenomenal successes 
ill The L ntouchahlcs. For another, 
the series will be ofTered by M-E to 
its own clients, before being put on 
the block amid the other hundreds of 
pih)ts. 

M(Cann has a 50-.50 deal with 



Here is how McCann-Erickson rates the track record of 



FOUR STAR 



TOM EWELL 


1960* 


CBS 


"Successful" 


DETECTIVES 


1959 


ABC 


"Successful" 


STAGECOACH 


1960 


ABC 


"Successful" 


MR. JONES 


,1960 


ABC 


"Unsuccessful" 


PETER LOVES MARY 


1960 


NBC 


"Unsuccessful" 


JUNE ALLYSON 


1959 


CBS 


Cancelled (9/61) 


WESTENER 


1960 


NBC 


"Unsuccessful" 


MICHAEL SHAYNE 


1960 


NBC 


"Unsuccessful" 


DANTE 


1960 


NBC 


Cancelled (4/61) 


RICHARD DIAMOND 


1959 


NBC 


Cancelled 


JOHNNY RINGO 


1959 


CBS 


Cancelled 


PLAINSMAN 


1959 


NBC 


Cancelled 



SCREEN GEMS 



DENNIS THE MENACE 

FLINTSTONES 

ROUTE 66 

NAKED CITY 

MY SISTER EILEEN 

RAVEN 

MAN FROM BLACKHAWK 
TIGHTROPE 



1959 


CBS 


"Successful" 


1960 


ABC 


"Successful" 


1960 


CBS 


"Successful" 


1960 


ABC 


"Successful" 


1960 


CBS 


"Unsuccessful 


1960 


NBC 


Cancelled 


1959 


ABC 


Cancelled 


1959 


CBS 


Cancelled 



REVUE 



CHECKMATE 
TALL MAN 
LARAMIE 
DEPUTY 
RIVER BOAT 
STACATTO 
OVERLAND TRAIL 



1960 
1960 
1959 
1959 
1959 
1959 
1960 



CBS 
NBC 
NBC 
NBC 
NBC 
NBC 



"Successful" 
"Successful" 
"Successful" 



Cancelled (9/61) 

Cancelled 

Cancelled 



NBC Cancelled 



hilroiluccil. lii'Iirilllon'j of ■"sticrpfl^ifur' b?hI "not PinTr.'isrul" nro Mr Cuiin- Krlrkson"^. r^xcpjit for llloP(» already droppod. slums fc>r va>\\ proliicvr are ranltcil 
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Doilu fur Coitnlcr I ntelli^rncc Ct)ri>s. 
'I'd tliile the cdiiipaiiifs lia\c iinotctl 
.S:i.')().0()() in two i)il()ts of the scries. 

Mc Caiin-lu icksoii i)r('|)ai('(l tlit; 
(harts based on Nielsen's I Jannar\ 
1961 rating report. Altlioiifili the 
ratings are not shown. l\u: .Nielsen 
average audience figure was 1<>.3. 
M l-] xiee rhnni. 'I'errx (llync draws 
the lin(- hetweeii "sncecssful" and 
■'unsnreessfid " aronnd 17.0, as shows 
falling helow the line had ratings of 
I 7.0 or less. 

The pereentages speak for them- 
selves. As the eharts .show, 32 oin 
of .lO shows un the three networks, 
have already heen cancelled or are 
in the rating hrnckets where their 
eoiitiuiiation might he (jnestioned. 



'I'lie highest rated show on the 
chart, according to l\w 1 Jannary 
Nielsen report, was Dennis llic l/c;/- 
iirc. which got a 27.1). 

iMcCann's casnaltv list i.-. hascd on 
.Nielsen ratings. Jnst how important 
actual ratings fignrcs are these davs 
isn't as eas\' to pin down as in the 
past. -Manv sponsors, for instance, 
are willing lo settle for a low rating, 
if the\ are reaching a desired eco- 
nomic or age gronp with their show. 
Therefore, what may look like a 
failnre h) one standard, nia\ he a 
-ncccss 1)\ the standard of the holder 
of the purse strings. 

The instance of the demise of new 
network i)roi)erties has hccn increas- 
ing sleadily since I9.il. In that year, 



12 new programs weie inlrodnicil liy 
llie wchs. willi only i iclnrning 
in 19.")"). 1 h> figure has steadily de- 
creased to where in 19")l!. II ■.h()v\s 
were introdni cd with onU \'.'>' ', re- 
turning in I 9")9. \n(l in ")9, .^0 new- 
show- fonnil tli(-ir wav into the na- 
tion's living rooms and onlv .*'".' r 
found theii wav hac k in '()(). 

However, there arc- pleutv of die- 
hards in this hn-^inc ss. \ ipii( k look 
at Tricn'sioii Diiifsl's annuiil pilot 
prodnction chart, publish eel lasi 
month, shows appro\iuiatc-lv 200 
])ilcits arc (-urrently in pn-paration or 
in the can, involving 71 production 
outfits, most of whidi arc indepen- 
dents who have one or two i redils. or 
who are iaking their first clip into 



1959-60 film programs 


of Hollywood's 


top 


tv 


producers 




AQUANAUTS 


1960 


CBS 


"Unsuccessful" 




KLONDIKE 


19S0 


NBC 


Cancelled (4/61) 


ZIV-UA 


MAN AND CHALLENGE 


1959 


NBC 


Cancelled 


MEN INTO SPACE 


1959 


CBS 


Cancelled 




DENNIS O'KEEFE 


1959 


CBS 


Cancelled 




REBEL 


1959 


ABC 


"Successful" 


.GOODSON-TODIVIAN 


HENNESSEY 


1959 


CBS 


"Successful" 


1 


PHILIP MARLOWE 


1SS9 


ABC 


Cancelled 




UNTOUCHABLES 


1959 


ABC 


"Successful" 


DESILU 


GUESTWARD HO 


im 


ABC 


"Unsuccessful" 


HARRIGAN AND SON 


1950 


ABC 


"Unsuccessful" 



WARNER BROTHERS 



SURFSIDE SIX 


1950 


ABC 


"Successful" 


HAWAIIAN EYE 


1959 


ABC 


"Successful" 


BUGS BUNNY 


1959 


ABC 


"Successful" 


ROARING 20's 


1950 


ABC 


"Unsuccessful" 


ALASKANS 


1959 


ABC 


Cancelled 


BOURBON STREET BEAT 


1959 


ABC 


Cancelled 



20TH CENTURY-FOX 

1 


DOBIE GILLIS 
ADV. IN PARADISE 


1959 
1959 


CBS 
ABC 


"Successful" 
"Successful" 


HONG KONG 
FIVE FINGERS 


19S0 
1959 


ABC 
NBC 


"Unsuccessful" 
Cancelled 


MGM 


ISLANDERS 
NATIONAL VELVET 


1950 
19S0 


ABC 
ABC 


Cancelled (4/61) 
"Unsuccessful" 


|y rating. 
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Ml 

iVI-t s 


V 1 t.W U r 


HOW THE 


WEBS 


FARED 


WITH '59- 


'60 FILM ENTRIES 




Successful 


Probable 
Cancelled 


Total 


ABC 


10 


11 


21 


CBS 


6 


7 


13 


NBC 


2 


14 


16 




18 


32 


50 



f 



Based on Nielsen's 1 January 1961 rating report, McCann has tallied 
the networks film shows and points to 36% of shows as successes 



t,. II" irri.t .1 1-' ■r t.. ,r. " 

the pilot ])0(>1. Of llicse jiilolp, tlicic 
are a frood nunilxT of t^ilualion coiii- 
edicj.. 6l)-niiiuile action and ad\ enturc 
shows, l)ul a inarl<ed absence of new 
wi'sicins, cxc-c])! in rare instances. 
Olher sources indicate ^^'esle^n jiilols 
V ill uuinher less tliaii 5% of the hope- 
fuls' 1961 outi)ut. 

Of the successful sho^^■s on Me- 
Canti's li>t, ]!! in nil. four are west- 
erns, eight are ad^ entnre-aetion-niys- 
tery scries, two arc animated come- 
dies and four are situation comedies. 
IVo of the four westerns are hour- 
lonp: shows, while all eishi of the 
aelion-advcnturc-mystery shows are 
60-niinu!cs. All of the comedy and 
animated series are 30-iniuutes in 
lenfilli. 

Of the shows that M E reports are 
dead or gasping for their last breath, 
se\en are classified as ^^•csterns, 17 as 
aelion-n(l\cn!uve-mysler\ and eight as 
situation comedies. Of the inisuceess- 
fnl wcslcrns just two were hour long. 
Of the unsuccessful aetion-adventure- 
m\.>-!ery 11, or two-thirds, ^^•ere 60- 
minules in length. 

The hour-long formal which was 
so successful for s-eries such as 77 
Sunset Strip sccnis not to have a 
golden loneli for so many others. 
Although most of the "flops" have 
newcomers as stare, several lioast 
such names as Howard Duff and 
Kiehard Denning, hoth heretofore 
'uecessful with Iv series (Duff with 



.•' .1 .. Illlt •> ■ I' -I iJi .'■ ,,ii,„i'i .i ... 

I\Ir. Adams and Eve, Denning as Mr. 
North). 

It i.s interesting to note that ratings 
have dropped, o\erall, over the |)ast 
five years. For instance the tenth- 
rated show in 1956 received a 31. .5 
\\hile in 1958 it received a 29.6 and 
in 1960 a 26.4. The same pro]iorlion- 
ale dro]3 is seen for the 20th rated 
show. Although drops in ratings are 
consistently noted between 195u and 
1960, the ratings begin to le\el off 
somewhere around the loji .lOth 
ranked ])rogram. 

^1-E's entrance into production 
marks a first for agencies. Although 
many agencies ha^e jiroduced shows 
in the pa>\ and some are doing so 
loday% IMcCann is the first to under- 
take |3 r o d u e t i o n ^^•i!honl clients' 
money behind it. 1!1!1)0, on the olher 
hand, is involved in at least three net- 
work tv projects, but all are under 
the financial ans])icps of clients: Rcx- 
all fNational Velvet). General Mills 
(Father of the Bride) and at least 
one unnamed jiaekage for an anony- 
mous client. 

MeCanu is fairly confident that it 
will sell Counter Intelligence Corps. 
to one or more of its clients. The 
])rodueer of the initial pilot ^^•as 
.losc])h Shaftel. 

According to Clyne. McCann is in- 
\olvcd only in the ])rodaclion of 
Counter Intelligence Cor]>s. anil has 
no future ])lans. as of the moment. ^ 



TALENTED 

I 

^ IJroadcajil Pioneers 1st I 
''Mike A^vanl"' ^vill furnish j 
occasion for stars' reunion 

^ Careers l)y the hundreds 
launched in the course of 
WLWs 39 hroadcast vears 



A% talent-1 edeekcd alumni gathers 
in New York for re-union 26 Feb- 
ruary. Their alma mater: N^'LV, 
Cincinnati. 

The occasion is presentation of the | 
Hroadcast Pioneers' first annual 
'"Mike Award," which goes to \\T,V 
just ]irior to its 39tli anniversary. 
Along with officials of the Crosley 
station and ]5arent Aveo, the IVcw , 
York I'ioneers chapter has in\-itcd 
over 100 of the now-celebrated ])er- 
forming artists, ])rodueers. directors, 
writers and technicians whose ca- 
reers were launched at the station. 

\\ IA\' came into existence in 1922 
at the 50-watt le\cl. lini]jing into the 
houK> of cr\^tal set owners within 
a 200- mile radiu>. The procession of 
entertainment big-namcs-tobe got 
underway in 1926-27. when power 
reached 5,000 w and the station was 
assigned a clear-channel on 700 ke. 

Among the earliest were "Singin' 
.'^ani " and Jane Fvonian, who shared 
the W'LW microphones in the late 
twenties. iVlso on hand around that 
time was ])ianist "Eittle Jack" Little, 
who left in 1931 to lead a band fori 
MiC. During the same period the 
Mills lirothcrs shifted their harmonic 
blend of \-oiccs from their father's 
barberslioji in Hellcfontaine. Ohio, to 
W'lAN'. Before long they were on 
some 1 I shows a week, most of them 
fed to i\15C. 

I'ats Waller's keyboard wizardry 
and w himsical singing were carried 
^■ia WTAV in the early thirties, before 
he becanic a legend. Hilly Williams 
and the Charioteers eanie to the sta- 
tion around this time fresh out of 
college. The Charioteers are still 
singing, with a rejilacement for V^'il- 
liains who formed his own group. 
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GRADS JOIN SALUTE TO WLW 



During llif lliiitio. ;i Iu)?l of siiij;- 
,Ms who ueut on lo fniiic ;i|)])earc(l 
jn llic pio^iraiii Moon Riier, uhicli 
je{;aii OiIoIht. ly.'iO. iiiid loiitiiuif^ 
'ocla\. 'I lio\ iiifludi' l)oii> l)oiii 
in Ciiu-iniiali : KoM-inar) and Hi"ll\ 
tloone). wlio were 10 and 13 rc^jjeo- 
i\t'I\ when llic\ iiol their >lart on 
he j^liow ; I.uciHc Norman, Aiiila I'-I- 
is. ihc I)e\(>rc Sisters and Jt'anelto 
Davis. 

Duruood Kirhv. of Carry Moore 
Show fame was a \\ LW announcer 
lud reader of ])oelr\ l)ack in the 



lliirlic^. \l thai tinu- llu" statiipn"^ 
program direclor ua^ V.(\ IK ion, u lio 
weni on In urile 1/r. DislricI Allor- 
new the railio series whicli starred 
Ja\ Josl\n. also a WLW gradnale. 
llarr\ Iloleoinlc, who hccaine an e\- 
e('nti\e producer for ("1!>. the (".lenn 
Sisler^ and the Morin Sisters were on 
hand during this period. 

James 1".. iSniiliii' I'd I Mc(]onnell, 
a 32-\oar radio \eleran ulieu he died 
in 195k performed ()\er W LW fa- 
eililies 1933-3J>. '"liamona," the 
singer-pianist, met and married Al 



Heifer, now a network spiprl-i aster, 
when tile two of ihem were al W LW . 
Musician* Llo\(l '^lialTer. a network 
orelie^tia director, and Hint l arher, 
a noted pianist and ore he-Ira con- 
ductor. -er\ed a WLW no\itiate. 

Tlie late tliirlii's .-aw l!ed ."-kelloii 
originaling a >alnrda\ iiiglit show 
\ ia WLW'. And it was in tliat peri- 
od that sporlsCiister Ited IJarhei. now 
with llie Vaukees. formerly in Hrook- 
Kn. hroadcast tlie Cincimiati Ked- 
gaiiies o\er W'LW . The -latioii al-o 
I Flea.se liirn lo pa^c (> 1 ( 



I 

Here's the way they looked during those early days at WLW 



THE TALENT reading from left to right, top row: sportscaster Red Barber, who announced the Cincinnati Reds 
lay-by-play before moving on to Brooklyn and the Yankees; Durwood Kirby, Garry Moore's sidekick on CBS-TV; re- 
>owned singer Jane Froman, and Charles W. Godwin, formerly on WLW's announcing staff and v.p.-ad director for 
-PONSOR, now Mutual's v.p. in charge of stations. All-time greats at bottom: Fats Waller; the Mills Brothers 








1} hat ihtt's o 



mail iiaiil 
lifr? . . . 



iiios/ /fi /lis Thou thiiifs.s hpn'iii to hum on that tiny 

piecp of laiiil 




As all the Iniililfrs' iiit-n start irorA-jiig 
liaiiil-iii-liami 



HOME BUYING IS PROMOTED in a Savings and Loan Foundafion fv commercial through the use of stills dramatizing the process from its 
inception to completion. The voice-over audio consists of a ballad sung to guitar accompaniment. Lyric samples are shown above, more or less 

S&L GROUP WIDENS TV'S ROLE 



^ Saviu<i(s & Loan FoiiiKlatioii hikes Iv iiiv<'.siiii<'ul to 
$500,000; s|)oiisors s|)orl.s, Tiiau<;aral, Cooper sjjeeial 

^ Two- and on<'-niiiinte film <'oninu'rcials iiti1iz<' mo- 
tion, .still t<'clini<|n<'s in (lraniatizin<; services |)<'rfornn'(l 



N otwoi'k li'le\ isioii lodins ever 
larger in llie media strategy of the 
>a\ iiig< and Loan Foiiiidalioii. That 
organization's ad Inidget has trehled 
ill tlie ]ja.--t fi\ o 5 ears, reaehing some 
.?2 iiiillion. and l\'s share now stands 
at one-fonrth. ( r\ l! estimates the '5'J 
t\ in\('stment at .'?27,-161' out of 
001..2()() s])ont on media. ) I he stead\ 
growth ill a(l\ ei'lisiiig a])])ro])rialioiis 
i,- cxiK'i ted to contiiine, A\ilh the hulk 
of new nionic-. t\ -hound. 

The Foniidat ion s goal is to pro- 
niote thrift and home ouneislii]) \ ia 
the seiA'iees of ils niemhers, the sa\ - 
ings and h)aii assoeial ion*. In pro- 
moting these aims it has si/.eahle eom- 
])elilioii. Tlii- eonsisis of iiiiiliial sa\'- 
ings hanks (roneenlrated in the \cw 
l'!iigland and the Middl(> Allaiitie 
sial(--i, coinmercial hanks, mutual 
funds, and the stock market. William 
Divers, piesideni of llie Foundation. 
~ees t\ as a menus to deluer its m(>s. 



sage to '"millions of people \ on don't 
rearh with maga/ines." I llie re- 
iiiaiiider of the Foundalion's ad 
hndget is in magazines.) 

Most recent t\' \entiire of the .'sav- 
ings & Loan Foundation consisted of 
sole s]ioiisorsliij) on CliS of the Presi- 
dential Inauguration festi\ilies he- 
t\\e(>ii ]():d.T a.m. and .'^ p.m. Tw('lv(> 
eoniinercial miiuites u(>re aired over 
some 1(!.3 stations during this period 
( w hich did not iiielude the formal 
ecremoiiies. noon until 1 p.m.). 

This sponsorship ga\'e the Fonn- 
dalioii a welcome o])])ortiinil\ to 
idenlifv with an important luiliiuial 
e\ent. a iialiiral huilder of its image, 
since one of its main co])\ ])oiiits is 
llial deposits ar(> insured through an 
ageiic) of the fcdeial go\einmeiit. 
ill fact, one of the eonimereials is 
devoted alinosi cntireK to this theme, 
and iiieliides several scenes of Wash- 
ington, where the 1 iiaiigiirati(ui. of 



course, took place. This ]j1us tlie day- 
time rate charged was a source of 
great satisfaction for the advertiser. 

J^porting events make up another 
area the Sa\ ings and Loan Founda- 
tion fmd^ adv aniageous for t\ .spon- 
sorship. Ill financial matters, such 
as seleetiim a savings institution 
and/or negotiating a home-hiiilding 
loan, the male usually plays the ma- 
jor role, and he, of course, is to be 
found in high concentration in Iv 
sports audiences. 

On 31 Deeeinher the Foundation 
was sole sponsor of the first half of 
the Last-West college all-star football 
game ov(>i' \15C. loth tv and radio. 
"Kadio is an ecoiioinieal wav of 
reaching a suhslaiitial miiiiber of 
])cople.'' savs l)iv(Ms. Half of the 
professional footiiall ehani})ionsiiip 
game 



Lash 



)elweeii the I'hiladeiphia 
and Green liav Packers (26 
Deeemhcr) was also presented by the 
Foniidatioii via llie AUG radio net- 
work. I 
I'pcoiniiig 29. March in the net Iv 
])lans is motion picture star Gary' 
Goojier's first sizeable a])]>earanee on 
the home screen. Lntitled "The Weal 
West,"' this hour-long ]>rograni will 
trace the area's development from 
discovcrv of sold to discoverv of oil. 
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wife, llri- 
iinil loiiii 
llicrc (irr 
for ill llic 



IIUIII II|I 

|)a — liodk ;iinl 



III'- >;iving 

il\ OP, 

\\(iiiilcrfiil lirni;;^ to -•ave 
life of i'\iT\ fninilv." lie 



Tile iralh hof:lii li> risr ami soon ilir 
roof Irrr's on-rlieail 



riiiil hr/oro yoii ran hvllrre il. all Ibr 
hi<h arc liirUrtl in hril. , , . 



in conjunction with the video on screen at the time they are sung. Prepared by McCann- 
Ericlson, the commercial shows how savings and loan association can male it all possible 



with narralion li\ Coo|ier. Tlic Foun- 
dation look? forward to added pres- 
tige tliroii<;li as?ociation with this 
docuineiilar\ . part of I\15C's Project 
20 series, in addition to hroad andi- 
ence ii|j|)eal. 

For the Inauguration telecast, the 
Foundation's as;enc\ . -McCann-F.rick- 
son. de\elo|jed four conniiercials, two 
of two-minute dnration. two that run 
60 second?. Each \\as aired twice 
during the jirograni. 

One of the two-minute connner- 
cials dramatize?, througli flash-back 
teclini()ue. the |)arade of a fanii]\ s 
sa\ infi> goal?. It open? with a con- 
tented-looking, grey-haired married 
couple relaxing in tlieir sun-drenched 
patio. Tlie mail stales tliat he i? re- 
tired now - and |)roceed? to think hack 
over the \arious steps that led to 
this l)li?sfu] state, his \ oice doing the 
narration wliile the video illustrates 
with artful stills. 

It all starts when he get? his first 
job and ojieii? an acconnt at a sav- 
ings and loan association. As time 
goes on hi? ?a\ ings help pa\ for his 
wife'? wedding ring, their lioncv- 
mooii and the furniture in their first 
apartment. Then, when the apart- 
ment is just a!. out furnislied- along 
comes a baby boy. followed not long 
after by his sister. 

By this time the apartment is get- 
ting crowded, so the family draws 
all of its sax ings. borrows the re- 
mainder from the same saviiiiis and 



loan firm, and build? a home. After 
that step is completed and the sav- 
ings are built again, the} 're used for 
the bo\'s college education, a faniih 
\acation. the girl's \\edding. "And 
finally . . . the day came we had 
planned for so long. l\(>tirement ! 
Our cottage! "\'ear? ahead to enjoy 
oursehes in peace and contentment." 
At the close, liand-in-liand with his 



rc( ()iiinien(U tliat otluM^ follow his 
famih ? e\:iiii|j|e and ?tarl I'ailv sav- 
ing at It ?a\ing? and loan a^-ociation. 

1 lie other two-iiiinntr coniiiiercial 
i- de\ oted to the saf< t\ of fiiinU on 
deposit with sa\iiigs and loan asso- 
ciations. It o|)ens with an aerial 
shot of \\ asli iiigtoii. 1). C. and 
Zoom? in on the Federal Home Loan 
Hank lioard lUiilding. where the op- 
eration? of ?a\ iiigs and loan a??ocia- 
tions are cheeked for coiniiliance 
with goxermneiit regulation?. The 
scene shift? to a sax ings and loan of- 
fice where a go\ernmeiit auditor is 
di?cus?ing the books with the mana- 
ger. 

The comiiiereial illustrates the Fed- 
eral ISoard s reserve s\?teiii, whereby 
ele\eii bank? around the country 
stand readv to advance money to as- 
?ociations in time of uiiu?uall\ heavy 
demands such as floods. n« shown on 
?creeii. Cojiy goes on to -tate that 
sa\ings and loan a??ociatioiis invest 
their money principalh in "sound 
I I'leose turn to pncie 6.5) 




Spot tie-in by eight Spartanburg firms 

BANDING TOGETHER to enhance the benefits of their national 
organization's sponsorship of Inauguration coverage by CBS TV, 
eight savings and loan associations in the region of WSPA-TV, 
Spartanburg, S. C, bought five 20-second spots on that station 
during the telecast. In the spots, an announcer stated "The sav- 
ings and loan association in your area is pleased to bring you 
the Presidential Inauguration cerennonies," followed by slides 
with the organizations' nannes. Bank scene (above) depicts use 
of supportive wall posters and counter cards. 
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CORINTHIAN stations at Inauguration festivities sougint local per- 
sonalities for interviews. Sen. Robert S. Kerr (D., Okla.), is cornered 
by KOTV, Tulsa, news dir. Roger Sharp, cameraman Houston Hall 




RAYBURN-JOHNSON reception at Washington's Hotel Statler on 
18 January was one of pre-lnaugural events covered by radio tv. Dan 
Rather of Corinthian's KHOU-TV, Houston, talks with Texas ladies 



GROUP OPERATION by Corinthian stations at Distinguished Ladies' 
Reception was moderated by Mrs. Katie Louchheim (2nd from I), who 
talks to Mrs. Clair Engle, Mrs. Robert Kerr, Mrs. A. S. Monroney 



m\'vM r 





INDIANA STATE BALL is scene of confab between Sen. Vance 
Hartle (D.) and Phil Wilson (r) of WANE-TV. Fort Wayne. Sen. 
Hartke is a member of the important communications subcommittee 



Inaugural's record air coverage 



I he Pip>i(lciiiial lnau<;iii;ili(in niul 
assorUul fe>li\ ilics niul lio<)|>-la llml 
preceded il lined ^rorc* of radio l\' 
ncwMiicn and li)n> of e(|iii|)nieiil lo 
^^'a^liiiifiUm. While nelwork |)('r>()n- 
nel and (■;nnera^ were familiar fea- 
lule^ in the nation's ea|>ilal, ihe 
arnounl of c()\('iai;e li\ ^lallons iheni- 
=el\e^ sci a neu lri;;h. 

\nionir llie nu)>l aelixc local 1\ con- 
lin"^nl^ \\a> Corinlhiaii Hroadca^l- 
inp. \\lii(h .seni a fironi) of 11 men 
and women lo scauh onl local an<:le^ 



lo llie liiangnralioii. (For delails 
ahoni (^orinlhian lliinkinp on local 
co\eiaf;c of nalional c\eiil>. .see "Why 
local prddic .<er\ ice >eli>." ^i>o,\soR, 
21 \o\.Mnl)er 1060. page 41.) 

I'aeh of the fne Corinthian 1\- out- 
let.* iiad ils news director and camera- 
man on the scene while lonr addition- 
al (^irinlhian peo|)le coordinated ihc 
eo\ erajic and ^liippinji |)rohlems. 

The newsmen ^pcrit from eight da\ s 
to two weeks on the scene feedlnj; 
liieir hometown -tations wiiile hoiinc- 



ing from receplion lo hall and back 
again. .Mo^l personnel arrived on 
Frida\. 1 S Janiiar\ . During llie week- 
end the peripatetic ("(irinthiiin crews 
addressed ihem.sehes to interv iewing 
the \arions Congiessnien liie\ were 
Interested in |)lnning down. 

The following Wednesday started 
the rtmnd of rec(>ptions and ihe like 

which was also covered hy mike 
and camera. On 17 Jannarv alone, 
the Corinthian gronp shippetl 5.000 
feet of film. ^ 
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How tv audiences vary by market 



^ NflMoi'k siliKilioii comedy iiiiiilysis on a local markel 
basis reveals a siihslaiilial varialioii in audience appeal 



"T'"-' NiflM'ii fliart liclow shows 
how the nmlietire to a notwoik tv 
program can \ary #iil>staiitially ac- 
cordiiig to market and location. 

Based on a |)eriod co\eriiig Oeto- 
ber-Deccnilier 1060, tlic figures rep- 
resent an anahsis of one network 
situation roined\ show on a local 
market le\el. An average was com- 
puted for all area? with the exception 



of the ^>outli wliich i> averaged and 
ranked hy market. 

As the figures indicate, situation 
comedies, or at least this situation 
comedy, enjoy a high rating in the 
Pacific region. A 22.0'^(> rating was 
reported here although the national 
average was liS.Q'T. 

A market breakdown (jf the South 
— the lowest rated region .-hows a 



si/eahle \uriatioii in axerage audi- 
ence in >jiite of a \irtuall\ c(jn>i~ti-iit 
time ~lot. 1 he «liow wa> telecast in 
luiiiie time in e\er\ niaikit. \et .\ii- 
gu~ta re|)c)ited a 10.6' < rating while 
OklahcjHia rit\'> rating wu- a low 

Share figiiies show a i)()|)ularity 
\ariatioii hut the idrture changes. 

Nashville had a higher rating than 
Miami and Sa\annah hut a lower 
share. This indicates the latter got 
a larger piece of the \iewing tv 
homes. Such is the case of Okla- 
homa ('it\ \ s. Hoanoke. 



II iiiiHiiiiiiHiiiiHiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiHiiniiiiiiiiiiiiiiliiiiiiiiiiiiiiiuiiiiiiiiHiiiiiiiHiniiii^ m iiiiiiii igiiui ii 

Average audience and share of network situation comedy show 

OCT.- DEC. tS&O 



NEW ENGLAND 

AVERAGE AUOIEKCE 

% TOTAL U. S. 19.6 



EAST CENTRAL 

2Q0 



WEST CENTRAL 

177 



SOUTH 

16.0— 



PACIFIC 

12.0 




NATIONAL Ave 183 



AUGUSTA 
RATING % 40£% 



DALLAS' ATLANTA' NASHVILt.E MIAMI SAVANNAH 'SOANOKE 



~OKLA. 



LYNCHBURG CITX 



SHARE 
]T,C 



68% 



III 



38 



20.4 



34 



18.5 



29 



n.2 



30 



OAT 
"tlME 



WCO. 
1-7 10 PM 



THUBS. 
J-1-30 



THU«S. 
»-» 30 



>7-J0 



THORS 





10.1 




10.0 








10 




IG 




I"? 1 


S-t SO 


THUBS. 
fl-B 50 


THURS. 
7-T-M) 



Sourriv .\. c Nlflsen. October I>ec*mber 19ijO 
III I mil iiiiiii iiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiuiiiiiiiiiiiiiiiiiiiiiiijniiiiiiiiiiijiiiiiiimiiiiiiuiiiiiiuiiiiiiiiiiiiMiiiiiiu Jiiiiiiii 
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1. THIS MONTH IN NETWORK TV 

Specials scheduled during four weeks ending 12 February 



PROGRAM (NETWORK) 


COST 


SPONSOR, AGENCY, DATE | 


PROGRAM (NETWORK) 


COST 


SPONSOR, AGENCY, DATE 


.Aslairt- Time < N ) 


$350,000 Chrysler, McManus, J & A, 


The Orcal Challenge (C) 




2 19 






2/20 


J.F.K. =1 (N) 




2 28 


NBC While I'apiT tN) 


50.000 


Timex Vz Ooner, 2 14. 


-N. Y. Philharmonic iC) 


175.000 


2 26 






2 20 


Oninihu? 


120.000 


Aluminum. J.W T.. 3 5 


Bell & Howell Clo^e-l'p! (A) 


30.000 


Bell & Howell, McCann, 


Our .\nieriean Heritage (.N) 


230,000 Equitable, Foote. 6, B. 






2/16 






3 11 


Bell Telephone Hour (N) 


285,000 


AT&T, Ayer. 2 17, 3 3 


Show of the Month (C) 


300.000 


Ou Pont. BBDO. 2 18 


Buick Spons Award Show (N) 


320.000 


Buick, McCann. 2/15 


Sing \Iong \^ilh Milch (N) 


40.000 


Ballantine. Esty, 2 24, 


Cry \'engeance (\) 
Family Classics (C) 


50,000 


Purex, Weiss, 2 '21 






3 10 


265.000 


Breck, Reach, McC, 2 13 


23 Years of Life 




Life Mag., Y&R. 3 2 



•Ptoertm costs Im-ludf pnxiuctlon ind tilenl only Time co'ts 
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2. NIGHTTIME 



C O 




P A F 



SUNDAY 

ABC CBS NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



ABC 



I Love Lucy 

lalrol irr&B) 
fllock Drue 

(ssoli) 



»1ccl The Press 
co-op 
L M,500 



ABC News 

SllSt. 



ABC News 

SUSt. 



ABC Ne 
suit 



Wait Disney 
Presents 
I Uidens (Mathes) 
Derby (McC E) 
Gen. IfUls 
I N'onvlch (n&B) 
|A'F {94.000 



Twenlieth People Are 

Cenlury Funny 

PriidcnKal SQU(bbs (Dona- 

(It-McC) hue & Coe) 

O-F S35,000 ! L »21,000 



No net service 



D. Edwards 

News 
Amer Home 
(Bateil 
•.••L t9.500tt 



Huntley- 
Brinkley Rep. 
Teiaco (CiWi 

s"L ta.soott 



D. Edwards 

News 
Am. Home 
(Batnl 
ichnu (J\\T) 

r. ta ■'iniitt 



Huntley- 
Brinkley Rep. 
Teiaco (CiW) 



Wall Disney 
Presenls 

BC:30-7:30) 
Canada Dr7 

(Itathea) 
Brillo (JWT) 
Am. Chicle 
I (Illdta & nrelst) 



Lassie 

Campbell 8oup 
(BBDO) 
A F $.17,000 



Shirley Temple 

(7-8) 
Nabisco (Mc- 
Cann) 2/2 S 
B Nut Llle 
Savera (T&R) 
3rL J70.000 



No nel service 



D. Edwards 

News 
Amer Home 
freneal feed I 



Huntley- 
Brinkley Rep. 
Teiaco 



Expedition 

aljton (GB&Bl 
■ F S26,000 



Jo net service 



X Edwards 

News 
Am. Home 
alt SchMti 
ranaar faad) 



Huntley- 
Brinkley Rep. 

Texaco 
Irapail fa«dl 



Dennis The 
Maverick Menace 
(7:30-8-.301 . KellO££(Bumelt) 
Kalier Co (T*Ri j b„, 
Noiema (8SCB) (GB&n) 
IW-F J82.000 sc.F S38,000 



Shirley 
Temple 



Cheyenne _ _ ,, _, 

(7:30-8:30) To Tell The 
Brlllo (JWT) Tiulh> 

Ralston (Oard.l Am.norae (Bates) 



Met Paul (DFS) 
SrlsMy (OBM) 
W-F S93,000 



Belene Curtis 
(McCaim) 
3cF J18,000 



The Americans 

1/23 S Block 
(SSCB) (7:30- 
.30) Dm (N.C 
& K) 
Max Factor 



Bugs Bunny 
a. Fds. (B&B) 
aoleate (Bates) 



•io nel service 



Laramie 
(7 :30-8:30) 
I Gas (LAN) 
[Reynolds (Estj) 
illette (Maxnn) 
Crf>ld Seal 
(C- M(thun) 
V-F ta.'i.OlK) 



Hong Kl 
(7:301:1 
Kaiser 
ktmour (Pk 
'erby (Mc|l 
F It 



Maverick 
R.J. Reynolds 
(Esty) 
I Armour (FC*B) 



Ed Sullivan 

(8-9) 
Colcate (Bales) 
alt Kodak (JWT) 
T-L J85,S00 



Lawman 
H. .1 liejiicidt 
(Eslyl 
Wh(tehall 
(Rates) 
WF Ill.OOfl 



National 
Velvet 
Jteiall (BBDO) 
Gen Mdls 
(BBDO) 
A-F J37.000 



Cheyenne 
R. J. Remolds 

(Esty) 
P&O (B4B1 
A.C. (Brother) 



'ete and Gladys 
Joodyear (T*R) 
Carnation 
(EWRR) 
Sc-F J37.000 

Family Classics 
S9: 2/13) • 



The Americans 



The Rifleman 

P&G (B&B) 
V-F SIO.OOO 



Ed Sullivan 



Tab Hunler 
P. Ixjrlllard 
(I.&N) West, 
clos (BBDO) 
Dr-L $39,000 



Surfside 6 
(8:30-9:301 
Bm & Wmsn 
(Bates) 
Pontiac 
(MbcMJ&A) 
JSJ (T&R) 



Falher Knows 
Besl 

Kyser Roth 
(DACl 
^F $31,000 



Bringing Up 
Buddy 
I Scott (JWT) 
■!c-F $35,000 



W 



The Rebel 
p*o (Y&Ri 
L4M (D.F.S.) 
F JIJ.500 



C. E. Thealre 
Gen Electric 
(RRDOl 
F $51,001) 



Or 



The Chevy 
Show 
(10/2 S) 

(9-101 
Cherrolet 
(Oarap-El 



Wells Faigo 
.\mer Tobacco 
R-Nut 
(SSCB) 
V-F J47,000 

\slaire Time 0 
(8:30-9:30; 



Wyall Earp 
lea Mills (DFSI 
alt P&O 
(Comptonl 
V-F JIO.OOO 



Laramie 
i KulLife Sarers 

(T&Rl ; Pitt, 
nlass (BBDO) : 



Hong K| 
eechacn 



Dobie Cillis 
Plllsburr 
(Burnetii 
alt 

I'hiKp Morr(8 
(Bumeltl 
ic-F $37,000 



Surfside 6 
Whitehall 
(Rates) 



Danny Thomas 
Jen. Fds. (B&B) 



Acapuico 

(2/27 SI 
" J. Reynold 
(Esty) 

$311. (ton 



Slagecoach 
West 
(9-101 
tl. Mtrs. (C-El 
B & W (Esty) 
Miles (Wa<(f) 
.V-F $SS.000 



Tom Ewell 
Quaker Oau 
(JWTI 
'*0 (Burnett) 
cF $3.'i.000 



Thriller (9-10) 
All Slate (Bur- 
nett) : Glenhrook 
(DFS): Am. 



Alfred 
Hitchcock 
Ford (JWT) 
Ij F $«5.000 



< Izzie & f 
Kodak (. 
Coca C 
(McCai 
c-F 1 



Hawaiiar 

(9:30-11 
''arter (1 
eecham 

v\'hllel 
ly-F 



The Islanders 

(9:30-10:301 
L&M (^(c E). 
Luden's (Mathes) 
Slmonl-A (DFS) 
^\' I.amhcrt 
(l.iF) 
A F ns.OOO 



lack Benny 
lyever (SSCAR) 

State Farm 
(XL&B) 
V-L $S0,500 



The Chevy 
Show 



Adv. In Paradise 
(9:30-10:30) 
Noxzcma 
(SSC&Rl 
Rrlllo (J«T) 
Luden's 
(Mathes) 
A F $)10,00C 



Andy Criffilh 
ncT f™x1> 
(R*Ri 
Mu-L $17,500 



Danle 
1. Culter (Wadel 
Slneer (Tilt) 
dy F $37,000 



Stagecoach 

West 
n. Fds (ORMl 
Lalslon (Gardner) 



Red Skelton 
Show 

S r Johnson 

(r,c*B) 

C-F S!-l,000 



Thriller 
B-Nut L(te 

Saters (T*R1 
obacco (SSCB); 
(My F SSS.OOn 



Hawaiia 
Am. C. 
(Bau 

Oldsmt 

(BroU 



The Islanders 
United Mtrs. 
(Camn R.l 
Jlllelte (Majon) 
WriKlcy 
lIOWlllll 

Viv^( mil" 



Candid Camera 
Lever (JWT) 
Bristol-Myers 
(TAR) 



AuP-L $31,000 Dr-L 



Loretla Youni; 

Tonl (North) 
alt Warner Lam 
(l>am A Feasler) 



Winslon 
Churchill's The 
Valiant Years 

ImI. Dnlton 
(K4F,) 
Dr. $r.0.00'i 



Whal's My Line 
KpiioKir 
All-State 
(Burnett) 

0 L 132.001. 



$49,500 



Adv. In Paradise 
L&M IMcC-E) 
J. B WllKams 

(Parksonl 
n'hitehall (Rates) 
Am. Chicle 
(liatrs) 



Henncsey 
l-orlllard (LAN) 
G. Pds (T&R) 



Barbara 
Stanwyck 
Theatre 
V Culver (Wadel 
.-\mer. Gas Co. 

(LAN) 
)r-F tn.ooo 



Alcoa Presents 
Alcoa (FSRl 
r-F $30,000 



Carry Moore 
Show 
(10-11) 
lymotith (Arerl 
3. C. Johnson 
(NXAR) 
Itnlorold (DDRl 
' -L $115.000 



This Is Your 
Life 

Block (Grey) 
AuP-L $21,000 



Peter Cunn 
Rrlstol-M.verj 
(DCSS). n J 
Reynolds (Esty) 
My F $39,000 



junc Allyson 
Show 

Diipont (imlKIl 



lackpol 
Bowling 
Bayuk (Werman 

A Sc'iorrl 
Rrunsw(ck Balke 

(McC-EI 
ip-F $37,000 



^o Net Service 



NBC Specials 

(10-111 
Various sponsors 



Naked 
(10-1 

I C. (Bn 
erby (M 
P 

PAO (1 

'an Am. 
(BBL 



: ly 



Carry Moore 
Show 



NBC Specials 



Naked 
Rrls -S 
itrn A 
W. La) 

( :^F): 

(MaU 

BrDlo ( 



Prices do not ineUide siistnining, pnrtieipnt- TViey do not include commercials or time ehnrgcs. This chart covers 

r'net* rtifaf tn noawntra oVinvp t^notm i n />lii ,1 ■ n it 1 (t .Inn .TO |.\i>^ I'mirrnm tVT^tX! n rf illHicitlpd Jl fnIlf)\l-<: Al Adv 



0 .ir>«-<-l»Ia 

ttCoat Is per segment. * ..^,.0 .>«v ...^.....v ^, ^ 

Inic or co-op programs. Costs refer to average show costs {Deluding 
talent and production. They are gross (include 15% agency commission). 

4S 



16 ,I;in.-I2 Fob. Program typos ore iiidieotod as follows .\) Ad. 
(Au) AuJionce Participation. (C) Coinoily. (P) Documentary 



period 
cnture, 
(Dr) 



sro.vsou 
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GRAPH 13 FEB. - 12 MAR 



IDNESDAY 

3S NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 








ABC News 

SUSC 






ABC News 

sust 


> 
















ws 

» tBatet) 
r(B4tri) 
tl.MVlH 






















0. Edwards 

News 
PhlUp Morrli 
(Burnett) 
alt Schllu 
(JWT) 
\-.T. 10 snoft 


0. Edwards 

News 
Parllami nl 
<nABl 
■It Amer. name 
(Bate*) 


Huntley- 
Brinklcy Rep. 
Tcuro iC*w 1 
V.I t* ^nnti 


Huntlcy- 
Brinklcy Rep. 
Ttlaco (CAW) 


Huntley- 
Brinkley Rep. 
Tesico |C*W| 
■i-t. nsoott 




service 






No net service 


p<-.I. .. UMIltt 




No net service 


No net service 








i 
1 


wards 
ws 

1 liomt 
finer 
I t»«ll — 


0. Edwards 

News 
Philip Morris 
alt Schlltz 


0. Edwards 

News 
Parliament 
■It Amer. nome 


Huntley- 
Brinkley Rep. 
Teitco 


Huntley- 
Brinkley Rep. 
Tesaco 


Huntley- 
Brinkley Rep. 
Telaoo 


ujnauts 

S.-30) 
Cirtcr 
. Lorll- 
lAN), 
Mone) 
S97.000 


Wagon Train 
<T.30.!:30I 
Ford (JWTl 
WF JSS.OOC 


Cuestward Hot 
Kiiston (QB&B, 
Gardner) 
T Up <J\\T) 
Sc-F S33.000 


Ann Sothern 
s. C. Johnson 

(BAB) 
Gen. Fds. 

(BAB) 


The Outlaws 
HAW. Plllsbury 

(C-.Mlthun) ; 
WF J38.000 
Peter Pan 


Matty's Funday 
Funnies 
Mattel 
(Carson Roberts) 
ScF JIO.OOO 


Rjwhid* 

\i -oD- B .30) 

G. Fds (BAB) 
Drsckct (TAR) 
P. Morris (BAB) 
Buyers (YAR) 
Colnate (l^V) 
W-P JSOOOO 


Happy 
BAW (K.MAJ) 


The Roaring 20'i 

7:30 8:30) 
Anahlst (Bales) 

llaz<»l Bishop 

(.Spector) 
HAW (Bates) 
MyF J33.000 


Perry Mason 

(7:30 8 :J») 
Colgate (Bate*) 
Parllameot 
(BABl 
MyF 180.000 


Bonanxa 

(7:30-S:3«l 
Pill-burr 
(C-Mllhunl 
nCA (JWT) 
Am Tob (BBDO) 
W F JTS,0<>4 




1« 

nluts 


Wagon Train 
R. J. R^TDOldt 

<EltT) 

Nifl Bl»e. 
(McE) 


Donna Reed 
Campbell 
(BBDOl 
•It 

Johnson & J 
(T&Rl 
ScF J40.000 


Angel 

S. C. Johnson 
(BAB) 
Gen. Fds. 
(BAB) 


The Outlaws 
B. Nut Lite Satcrj 
(TAR) ;War L«m 

(LAF): Coltate 
(Bates) 


Harrigan Cr Son 

(10/7 S) 
Remolds (Frank) 
CCF J39.00( 


Rawhide 
Nablioo (Me-E) 


One Happy 
Family 

sust 


The Roaring 

20's 
Derby (Me E) 
Am. Chlele 
(Bates) 
Beecham (KAE) 
Pan Am. CofTe© 
(UBDO) 


Perry Mason 
Sterllni (DFSl 
Dracltet (TAR) 
.Moores (BAB) 


Bonanx* 
BCcB open 




.ea— 
r Alive 
<FC4B) 
(B«tM) 
139.000 


Price Is Right 
Uter <OBMI 
Q-L J22.50C 


The Real 

McCoys 
PAG (Comptml 
ScF J41.000 


Zane Crey 
Theatre 
S. C. Jotinson 
(BAB) P Lorll. 

lard (I>*N) 
WF J45.000 


Bat Masterson 

(9/23 SI 
Sealtest (Arcr) 
Hills Bros. 
(.\rer) 
WF J39.000 


Fiintstones 

Miles (Widel 
alt 

R. J. Rernoldt 
(EstTi 
CC P J44.00( 


Route 66 
(8:30 9 :30) 
Cherrolet (C E) 
Sterllne (DPS) 
Philip Morris 
(Burnett) 
A F J85.000 


Westinghouse 

Plhs. 
Westlnchouse 
(McC inn) 


Leave It To 
Beaver 
Ralston (Gardner, 
GBABl 
CE (Grey) 
Se-F KO.OOO 


Checkmate 

(8:30.9 :30) 
Bm. A Wmsn. 

(Bates) 
alt. K. Clark 
(F.CAB) 
MyF ISO.OOO 


Tall Man 
R J Ramolda 

(E<ty) ; 
Blork (SSCB) 

W-F tse.eoo 




lister 
een 

<LAN) 
31 L 


Perry Como 
Knri <J^\Tl 
VL J125.00C 


My Three Sons 
Chenulet (C-E) 
ScF $49,500 


Cunslinger 
9 10 p.m. 
R J. lliynolds 
(Esly) 
Gillette (Maxon) 


Bachelor Father 
Whltehill 
(Batesl 
■It Am Tob 

(Gumblnnerl 
ScF J33.000 


77 Sunset Strip 
(B-iei 
Am. Chicle 
(Batei) 
MtF J85.0M 


Route 66 


Bell Telephone 

(9-10) 
ATAT(XW Ayer) 
VL J173.noo 
Sing-Mitch 9 
(9 10; 2/21; 
3/10) 


Lawrence Welk 

(010) 
Dodie (Grintl 
J. B Wllllimi 
(Parkson) 
&Iu L lis. 000 


Checkmate 
Em. A Wmsn. 
(Bates) alt 
Lever (KAE) 


The Deputy 
Bristol. Mjeri 
(TARl 
Gen C^i (TAB) 
W.F uo.ooo 




Cot J 
:ret 

1 <E<trl 
•MTfr» 

J17.000 


Perry Como 


Untouchables 
<9:3«'10:30l 
Armour (FCBl 
LA.M (Mc-E) 
Mj-F J90.000 


Cunslinger 


Tennessee Ernie 
Ford Show 

Kord (JWT) 

V 1 si.s.nno 
25 Years Life 
(»:30-ll; 3 21 9 


77 Sunset Strii 
R. J. Remolds 

(EltT) 
Whitehall 
(Batesl 

Beecham (KAEI 


You're in the 

Picture 
Kellote (LB) 

LAM (DPS) 
.\F J37,000 


Bell Telephone 
Hour 


Lawrence Welk 


Have Cun. Will 

Travel 
\rhall Baleo 
ill 1-ever (JWT. 
w-F t4n noo 
Oupont Show- 
Month • 

(2/l« 


The Nation's 

Future 
Our American 
Heritage 
9 3011: 
3 11 • 




teel Hr 
1 10-11) 

SiMl 

DOI 
S90.<00 


Peter Loves Mar) 
TAG (B&B) 

ScF M9.00( 
Buick Show 

(10-11; 2/15) % 


Untouchables 
(Vhltehall (Bates) 
Bcecham (K&E) 


CBS Reports 
alt 

Face the Nation 


Croucho 
Marx 
l-orlllard (LAN) 

Tonl (N'orth) 
AuP-L S3O.OO0 


Robert Taylor 
in The 
Detectives 
PAQ 

(BABl 
^iT'F S45.004 


Twilight Zone 
Gen Pood (TAR) 

Collate (McC) 
A P M8.000 


Vlichael Shayne 
(1011) 
Oldsmohllo 
(Brother) Slai 
Factor (KAE) 
Ixirlllard (IAN) 

I>»r (.NCC) 
My F J7,'<.000 


Fight-Week 
Gillette (Miion) 

Mllci (Wale) 
Sp-L J45.OO0 


Cunsmoke 
1-AM (DFSI alt 
8perT7- Rand 
(TARI 
W-F JI2.000 




Thearre 
• 10-111 
trooc 
DO) 
M4.000 


No net service 


Ernie Kovacs 
Take A Good 

Look 
ConsoUdtd Citai 
(EWRAR) 
Close-Up! • 

(10:3011; 2/16) 


CBS Report 
alt 

Face the Nation 




Law 0 Mr. 

{ones 
PAG (BAB) 
Gen. Fds. 
(OBM) 
^ilmonlr. (IlKsi 
AF J41.00 


Eyewitness to 
History 
Firestone 
(CEI 
P .\ JIS.OOO 


Michael Shaync 


Make That 
Spare 
Brn A Wms«, 
(Batesl 
Gillette (ilaionl 


No net service 


Wan From 
Interpole 

Sterllnt IDPSl 
i F JI5.»« 



Drama, (F) Film. (I) Interview, (J) Juvenile, (L) Live, (M) ili«c. L preceding date mesns last (i»te on lir. S followins dale means stortinr 
(Mu) Music, (My) Mystery, (X) News, (Q) (Juix Panel, (Sc) Situation date for new show or sponsor in time slot tPrice not nv. .il Ic 
Comedy, (Sp) Sports, (V) Variety, (W) Western. tXo charge (or repeats. 
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There is nothing harder to stop than 



MONDAY THRU MONDAY THRU 
FRIDAY SUNDAY 



21.0 20.4 



%our«: Program Appraisal Supplement to National NTI Report for 4 
eeks ending January 22. 1961. Nielsen 24 Market TV Report. Average 
udience Sunday 6:30-11 P.M. Monday through Saturday 7:30-11 P.M. 



ABC is o(T and winjiinji again. Every Xielsen 
rating Ihuf; far this year* continues to siiow 
ABC -TV thie strong network on \veel< nighits 
and tiie leader all week. 

It figures when you check program perform- 
ance. The current Xielsen TV Report* gives 
ABC -TV five out of the ten top shows. And 
the only two brand new shows to make it 
in the top ten are My Three Sons and The 
Flintstones. ABC shows, that is. 

The trend in '61 is to ABC-TV 



NETWORK 



ABC -TV 




DAYTIME C O IVI P A 



SUNDAY 



10:30 
10:45 
11:00 
11:15 
11:30 
11:45 



12:15 
12:30 
12:45 



Lamp Unto M] 
Feet 

lUlt 



I8£m 



MONDAY 

kCB£. 



Sponsors 

A K. stalcy ; 
Armour ; Block ; 
Am. Chicle. Bun 
Ami: BaLblU: 



December Bridt 
■lilt 



Say When 

Sterling alt FUSt 



Sponsors 

Brlllo; Carter's 

Little nils; 
B. Myers ; Belter 
iiuiii <;ii>imiM.i 



TUESDAY 



>cccmbcr Bride 

lUSt 



Say When 

sust 
Anahlst 
sust 



Sponsc. 
Oeneral f 
General j»; 
Food Mt 



Look Up & Livi 
lUlt 



Iteltone 
cont'd Tues. 



Video Village 

S. ('. Johnson 
alt l-evcr 



Play Your 
Hunch 

lUlt 

ill ^NHiltehall 



x-Lax; Filbert; 
cont'd Wed. 



Colcale 

Price Is Right 
lust. 

sterling 
.It VtT.ll.h.11 



Video Village 
sust 
Home Pilts. 



Play-Hunch 

iUSt lit 

Colgate 
Sterllnl all 



lartz: John 
Johnson; L 
cont'd T 



Mimi i iu 

Price Is Right 
lust lit. B-K ut 
Nfentholattim 
alt I-^fver 



UN in Action 
suit 



Morning Court 



1 Love Lucv 

C. Johnson 
alt Lever 



Morning Court 



I Love Lucv 

S. C. Johnson 



Morning ( 



S r. Johnson 



Camera Thre» 
■uit 



Love That Bob 



Clear Horizon 
■ust 



Concentration 
Culrer alt 
Leter 



Love That Bob 



Clear Horizon 
Vlck alt. auat 



Concentration 
Frlrldalre 

al t. Gen. Mi lls 
A. CulTer 



Love Thai 



Meet the 
Professor 



CBS TV 
Workshop 

sust 



Camouflage 



Love of Life 
■ust 

Amar Boraa Proc 
alt "lilt 



Truth or 
Consequences 

Miles alt sust 



Camouflage 



Love of Life 
ust alt. Quaker 
OaU 
Am. Home 
u i l i lyl 



Truth or 
Consequences 
Xa blsco B-N' ut 

Culver alt 
J ai o a n i 



Camouf 



The Piper 

Gen. Mills 



CBS TV 
Workshop 



CBS News 

12-.55 



Number Please 
Beat The Clocic 



Search for 
Tomorrow 
P*0 



It Could Be You 
Culrer alt sust 



Guiding Light 

i q 



P&O alt Mnthum. 
News (12;55-n 
Q t l l . »I1IU 



Beat The Clock 



Search For 
Tomorrow 
PAO 



It Could Be You 
Miles alt sust 



Guiding Light 
p*o— 



P&G 
f^ews (12 55-1) 



Beat The 



Direction '61 
■ust 



About faces 



News 

(1-1:05) 
auat 



No net service 



About Faces 



News 

(1-1:05) 
■ust 



It. .M1I13 



No net service 



About f 



No net service 



Issues Cr 
Answers 



Frontiers of 
Faith 
JtWl 



World Turns 
PtO I 

I^lpton alt 
H. Curtla 



No net service 



World Turns 

PtO 
Starlinc alt 
Quaker 



No net service 



Sunday Sports 
Spectacular 

(2:30-4) 
Schllti. l-.tM. 

f'lrtpr , Tt Myers 



Pro Basketball 

(2-concl.) 
various sponsors 



Pro Basketball 



Pro Basketball 



Roundup U.S.A. Sunday Sports p^o Basketball 
) Spectacular 



Championship' 
Bridge 
.■\m. Vanllnt 
( .\ mnnao 
1 1 ilrri 



The Great 
Challenge 

J 19: 4.5) # 



Pro Basketball 



Paul Winchell Bernstein's N Y 
Haru Philharmonic 
.Mountain M :,:M; 2, 'Jiii^ 
1 



Pro Basketball 



Celebrity Golf 

Vlatty's Fundaj Amateur Hour Kemper (aU.) 
Funnies I Wllllanii Omnibus 



N. Y. 



(0 «: 3/5) # 

-iwa.Baik«tb.all 



Rocky & 
Friends 
I. .Mills, Am 
C1llcla^^PaUJ^ 



College Bowl 



Day In Court 



Full Circle 
■u«t 



Road To Reality 



Queen For a 
Day 



Art Linklettcf 

Wlms. alt sust 
Williams alt 

S. C. Johnson 



Millionaire 
suat 



Who Yoo Trust.' 



American 
Bandstand 
., stride! 
ym Chicle, W 

' vi-t- 



Ver^ict Is Your 

S f JohlLSOll 
alt su^t 



Amer Home 
°i* 



Bri ghter Day 
Secret Storm 
Ajner Home 1'^ 



Amcr. Band. 
Int. Shoo. .\K\M 



American 
Bandstand 

tty-OD 



Edge of Night 



Ciirtl* all 



Jan Murray 
Show 
auat 

.uat alt Anahlst 



Day In Court 



Full Circle 
auat 



Loretta Young 
sust alt B Kutbojj to Reality 



I'SiC, alt sust 



Young Dr. 
Malone 

Ix-cmlng alt sust 



From These 
Roots 
suit 

alt Mentholatum 



Verdict Is tours 
Who You Trust? ' s |- "Johnson 



i.i .11 I'.t" 



Make Room For 
Daddy 
sust 



EllSt 



Here's 
Hollywood 

Simon 12 

Coleate 
all. Jtirauiii 



Chet Huntley 

Reporting 
Pro Basketball 
Kemper Ins. Co. 



Rin Tin Tin 
Oon Mills, 

Sweets 



Art Linkletter 

'rhlcken of tJie 

Sva alt Soott 
J B. Wllllama 



Queen For a 
Day 



Millionaire 
suit alt. Vlck 



sust alt Quaker 



Jan Murray 
Show 

sust 

sust 



Day In 



Loretta Young 

: Mills alt su^t 



^oad to 



Young Dr. 
Malone 

sust alt P*G 



Glenbrook alt 
vx r. 



Queen 
Da 



From These 
Roots 
Frllo 

alt Slmonbe 



mo Yoti 



Ij ver flit Anahlsl 



American Brighter Day 
Bandstand Vlck 

Noizema, Strides jecet Storm 

B.Nut, Am. Cluaker 
Qi li i la. M. Mm i 



Amer. Band. 

^r&M; I^Tcr; 
Unl 



Edge ef Nisht 

Sierllnc 

lit R. T. French 



American 
Bandstand 
«o-oo 



Make Room For 
Daddy 
I'Tlto alt. sust 

l'\0 



Amer. 
It Nui: 
Welch; 
Int. Shoe 
...Stfl 



Here's 
Hollywood 
Whitehall alt 
MCKeil David 



Rocky & Friends 
Gen. .Mills, 
Swcela 



Amer, 
On 
W Li 



Ame 
Band 



Lone ' 

litn. 



»N-.ir ADC Mon..Fri. daytime sponsors rotate on 

HOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COMPARAGRAPH 



weekly bnsis and nre not rfcularlj scheduled for any particular shows or time periods. Alph&betiea 

'I he iioluulk .sdiedule on this niid jitiH cilinii: pagt-s i IV.. -19) 
iiicliulc:^ ifSiihiilv mIiciIii1c(1 pi (>i;i iiniiii}: fioiii 1'? Veh.- 



12 Mar.. iiu-liisi\f (uilli po^ihlc cxrciilioii of cliaiipcs 
maile hy llie networks afler presslime). Irregularly sched- 



k G R A P H 13 FEB. - 12 MAR. 



IDNESDAY 

RS NBC 


THURSDAY 

ARrt CRS NRr 


FRIDAY 


s/ 

ABC 


VTURD> 

CBS . 


\Y 


K < Biid( 
■ I 


Say When 
1Uu<-k ItruK alt 
SUA 


Sponsors 
Minute M aid 
U'hn & rrnki 
J^ortliahHarfn 


December Brid 

■ IMI 


Say When 
sust 


Sponsors 

ItL'vnoMs .Mt-inlN 
StorlhiE I'rus : 
Welch: While 

Imll. %)llirli.ll 


December Bride 


Say When 

!lll<it 
lA-t'IIllll»C lit 

Ftiio rt, li> X) 




Captain 
Kanfjaroo 


Shari Lewis 
Null lllioill 

It-rif-i. .Mil Doi: 


sust 


Anihlil lit 




\ lit 

'ohnion 

T, 

Ull 


Pljy-Hunch 


Old Ninilon: 
Pan .\m. OolTe 
cont'd Fri. 


Video Village 

U. T French 
Alt lJt*n Food^ 
Borax tit .\ni 


Pljy Your 

Hunch 
Collate alt 
Nablico 
\I!l(<t .11 Ilpin] 


W. Lambert; 
Hod Hall: 
Tlntfllr; J. H 
Williams 
KM) 


V idco V iii.iee 
s. 1'. .lohiMmi 


Play-Hunch 
■ u^t tit. 

Colcate 






Km;; Leonard 0 
Short Subjects 
c^n. Mills, 
.ywi-eis 


ColKtle 


n alt 
\rnistroiig 


Tolfiate alt 


Lucy 
' III 

lahnson 

>l 


Price Is Right 
Ocn. Mills alt 
Glenbrook 


Morning Cour' 


1 Love Lucv 

Itcst Fclii. alt 
S r. Johnson 


Price >s Righi 

sust lit 
Cold Seal 
r MIlM. Lremlne 


Morning Courl 


1 Love Lucy 
sust all 
S ('. Jtilinson 


Price Is Right 
l^vcr alt .\nahlsi 




Kellogg Magic 
Land of 
Alhkazam 


Fury 
Mllei .Nibliro. 

.*!Me€IS 


Ueinx. lit Culre 


.*^ <' Jolinsf»n 


sust tit 


I'ulvcr 


lorizon 


Concentration 
Levff tit On. 
Mills 


Love That Bob 


Clear Horizon 

■ Ult 


Concentration 
0. Mills 
alt LfVfr 


Love That Bob 


Clear Horizon 
■ust 


Concentration 

I. ever 




Roy Rogers 
>;cstle 


Lone Ranger 


>t 


Ntblaco «lt 

Jergens 


sust alt Borai 


R<lnz alt 
Whitman 


Slmonlz alt 
.M 1 les 


f Life 
It 

Bt« Pro^ 


1 ru 1 n vfl 

Consequences 
Uelnz sust 


Camouflage 


Love of Life 

It T. l'>cnch 
tit sust 


Truth or 
Consequences 
sust 


Camouflage 


Love of Life 

BoraT alt su<t 

sust alt 
Nahlsro 


T/uth or 
Consequences 
Fric. tit sust 

PAO alt 


Lunch With 
Soupy Sales 
Gen. Foods 


Sky King 
.'i«blici> 


My True Story 

Glenbrook 

Dow alt SImonIz 




Amv Him* 


V&O 




•11 F*r 
Krrow 


Could Be You 
Lfrug. alt, WTitl 


Beat The Clod 


Search for 
Tomorrow 
PAG 


It Could Be YoL 

P&G 


Beat The Clod 


Search for 
Tomorrow 
PAG 


Could Be You 

l'\-G sust 


Pip the Piper 

Gen. Mills 


Mighty Mouse 
Plhs. 
sust 

all £J.=.L 


Detective Ditr> 

Glenbmrvlf 


Hclnz alt Toni 


MIlM til NtbUn 


PAG 

News ('2.55-1) 


M Ll(ht 


News (12 -.55-1: 




Guiding Light 


News (12:55-1 1 


Cuidin;; Light 


Slmonlz 


1() lUSt 


No net service 


About Faces 


News 
(1-1:65) sust 


No net service 


About Faces 


P*0 

News 
(11:05) 
sust 


No net service 




CBS News 
sust 


Mr Wiiard 

lUll 


service 


No net servlci 


No net service 


i — 

irllni 


No net service 




Turni 
P40 
PllUburr 


No net service 




World Turns 
Be^t roo.li 
alt sust 
Carnation alt 
R. T. French 


No net service 








lircle 

II 


Jan Murray 
Show 
sust 


Day In Court 


run uircie 
Best Fds tit 
Lcrer 


Ian Murray 
Show 

•iUst 


Day In Court 


Call ^\m^l 

run Lircie 
I-cvcr alt 
Beit Fooils 


|an Murray 
Show 
Whtehl alt. sust 


Championship 
College 
Basketball 

n Mycr-! 
G.^n Ml IK 




NBA Basketball 
Varlou! 


sust 


■u>t 


sust 


■Ult 


tuH 


kletter 
BrM 

lion 
t y\eon 


Loretta Young 
sust 


Road to Reality 


An LinKieTier 
Lever tit Drtckei 


Loretta Youni; 
P\G alt sust 


Road to Realit> 


Art LInkletter 
L«Tcr Bro« 


Loretta Young 
■ust 
tit G Mills 


Championshrp 
Collci;e 
Basketball 






PVlKlclalre tit 
Rnox Gclttin 




rill>hury 


Ileinz tit r.\0 


Williams tit 
S. C .lohii.son 


PAG tit G. Mills 


— -] 

^■ohnson 
A Gtn. 


Dr. Malone 
Plougti. 0. Mills 


Queen For a 
Day 


Millionaire 

S. C. Johnson 
alt sust 


Dr. Malone 
Miles tit Culver 


Queen For a 
Day 


Millionaire 
Quaker alt 
B. T. French 


Young 
Dr. Malonp 

Mennen alt sust 


Championship 
College 
Basketball 






lUlnz. Ploueh 


Drackett alt 
Best FJs. 


P.S:G alt 0. Mis 


Gerber alt. Nab. 


Glenbrook alt 
Jereens 




From These 
Roots 
sust alt 

G. Mills 
Nahlsro tit 


Who You Trust? 


VCflUl^l IS IVUfll 

Sterllni alt Lerer 


From These 
Roots 
Slmnz alt. Heinz 
Purex; Dow alt 
Pure I 


Who You Trust.' 


V^rHirt Ic Yniir« 

Quaker Oats 
jlt S r. Johnson 
I^ver 


From These 
Root* 

Tolcate alt 
Plouch 
Sweets alt B Nut 


Championship 
College 
Basketball 






f 1 lit 

■ AT 


S. C. Johnson 
alt Jl T French 


"iiihnson 
1 sust 


Make Room For 

Daddy 
Prito alt sust 


Amer. Band. 
0. Mills. B-Nut. 
Welch. B Myers. 
\V. Lambert 


BrUhter Day 
Drackett Borax 

Secret Storm 
.\. Home alt 
U. T. French 


Make Room For 

Daddy 
sust tit. Leemlng 


Amer. Band. 

Welch. Gen. 
.Mills. Lerer. 
Tonl. Noxema 

Carter 


Brii;hter Dav 

I-evcr alt Best 
Fds. 


Make Room For 

Daddy 
sust alt G Mills 

sust alt TuKcr 








tStorm 

-.Ine Prod 


Hflnz 
tit su^t 


sust alt 


Secret Storm 

.\m. Homo alt 


1 Night 


Here's 
Hollywood 
Gold S«al •It 
Jerirenj 


Ame. Band. 
Tonl. Rtrlclex 


P40 


Here's 
Hollywood 

I! Nut alt C. Mis 


Amer. Band. 
B Nut 
MAM 
W. Lambert 


EdKe of Night 
Quaker Oats 
alt. Dracket 


Here's 
noiiywood 
0. Mis alt. 

.'^lraonlz 








PllUburr 


Ilcinz alt 
WTiltehall 


.\mer Home alt 
SfcrllnB 


Culvtr 


I>oiv alt Colcate 






American 
Bandstand 
co-op 






American 
Bandstand 

co-op 






All Star Coif 
riej-nolfls Metals 
Armour 




laptain Gallant 

Gen. .Mills 
i Vut Life Stren 






Rocky and 
His Frleadt 

im. Home Fds. 
Gfn. Mills. 
Srtocta 






Rin Tin Tin 
Gen .Mills 

\m. Home FJ^. 










Saturday Prom 
t Nui Life StTcri 



■Mint of .ccounts besina 10 a.m. Monday and concludes 10 a.m. Friday. These are p.-ickage prices and include time, talent, rroduct.oa nnd cable co.«t«. 

lied programs appearing during this period are listed Special. CBS, Sunday. 11-11:1.5 |i.iii.: Toilav, NHC. 7-9 

.■ s well, with air dates. The only regularly scheduled pro- a.m., .Monda> -Frida\ , participating: .\eu s CBS. 7:45-8 a.m.. 

> ;ranis not listed are: Jack I'aar, iXBC, 11:15 p.m.-l a.m., 8:45-9 a.m.. .Monday-Friday and Today on the Farm, NBC, 

J- londay-Friday, participating sponsorship; Sunday A'etvs 7-7:30 a.m., Sat. AW time periods are Eastern Standard. 



As viewer norms level off. SPONSOR ASKS: 



What tv programing areas 

might be more profitably 



Rollo Hunter, '-P- ""d dir. of n^radio, 
Encin II ascv, Rulhrauj] & Ryan. Inc., N.J'. 

riie eifililli word in this (juc^lidii, I 
am a-^iiivfl, has no ciilliiral ini|)lira- 
lion>. The sul)jort here is money. 
With that preniiM' eslahlished, let's 
examine first a t\ treasure of Sierra 
Madre- nii|jrime time. 

Sniida) afternoon. h)n^ eonsidered 
a |)rojj;raniiiis trash can. is l)e<iinning 
to get a little respeet. It isn't quite 
the weak fister hig advertisers 
tliouglit. as e\ idenced h\ such eoni- 
niercial entries as CItS TV's Sunday 
S|)orts S|)ectaculars, j\l!C T\ s 
('liani|)i()n>hi|5 Bridge and XUC I V's 
Celel>rity Golf. There's still room 
for more. 

Monday through Friday davtime 
lirograming has undergone a concen- 
trated re\ amjn'ng in recent times, 
partieidarl) with the shower of new- 
shows snch as "'Sax When" and 
"Here's Hollywood" on XP.C T\\ and 
■"Camouflage" and "Xnndier Please ' 
on \r>C T\. The |)otential for re- 
\itali/ing \\eekda\ programing, how- 



I'otcnlial oj 
day lime irrrh- 
(lay profi^rimi- 
ing: is jar jroin 
full realization 



e\ or, is far from realization. There s 
more gold to he dug in the da\ light 
hours with the help of fresh, hetter 
pidgraniing and greater hnving flex- 
ihility. {Va\ nieier at A15C TV has 
some interesting new ideas along 
those lines.) 

()\cr the iicars, the standard t\' 
>ports fare of foothall. hasehall and 
fights has proliferated into l)igtime 
haskethall, golf, howling, tennis and 
e\en jai alai, Now soe( cr is getting 
some consideration and tliere is a 
[)ilot kicking around which, if |)icked 
np. would l)ring the corner pool hall 
right into (jur li\ing rooms. Yet. 
with all this dilTusion. tliere are un- 
iloid)tcdl\ more \-eiiis to he tap|)ed. 




01)\iousl\. one would not care to 
s|)eeif) whieh ones, this heing a busi- 
ness of jealousl) guarded ideas. But 
a prediction of at least one or two 
more inno\ ations in this field during 
1961 seems reasonable. 

A corollar\- of programing itself 
which is undergoing some profitable 
development and offers an intrigu- 
ing |irospect for the future is show 
financing by clients. Last season 
BBDO had the onh j)rogram com- 
plete!) angeled h\ its sponsor. Rex- 
all with National \el\et. Now there 
are others in the art and more to 
come. Both Ogih'v. Benson & Math- 
er and Benton Bowles ha\ e clients 
inv esting in shows, and ?e\'eral other 
major agencies are developing varia- 
tions on this concept. 

As the program spectrum spreads 
out into more shows in the hour or 
longer bracket with higher |5rodue- 
tion \ahies and. of course, higher 
costs, we might pause to marvel at 
how |jrofitahl\ progrann'ng has o/- 
rcaJy de\elo|5ed. Keen conipetiticm 
and (|niek minds lia\e spawned a 
mighty lucrative business. Let's not 
get greedy. 

Bill Todman, partner. Cooil son-Toil man 
I'rodiictions. Xcif Yorlt and Hollywood 
Th(M'e are those who consider dol- 
lars-aiid-cents j)rofits and entertain- 
ment \alues (lifTicult to reconcile. I 
disagree. .More ^.trough'. I main- 
tain cant ha\e one without the 
other. 

Therefore, the first area to which 
we must turn our attention is the 
(jualily of tv programing. !!}• (|ual- 
ity 1 do not necessarib mean an 
Oninrl)!!.^. I refer to high standards 
of jnodnction. wliatexer show is 
in\'ol\ed. 

The onl\ formula to follow is this: 
Talent |)lns Time |)lus Lnergy plus 
.Mone\ e(|nal Qnalit\. If one of the 
elements is lacking, greater emphasis 
nnist be placed on the others. It is 
|)ossible. for example, for a low 
budget t\ film fMone\. in the for- 
niiila I to achie\e Qiialit\ by a larger 




expenditure of Talent or Energy. 
Nevertheless, an o\ er-abundance of 
one element cannot make up for a 
major deficiency in the others; all 
the Money in the world cannot create 
a good script if Talent is missing. 

The second area whieh might be 
more profitably de\ eloped lies in the 
nature of t\' programing. Formats 



/ aniicipale a 
resurgence oj 
live drama for- 
mats, pame and 
panel shoivs 



are not static. \^'e must constantly 
re-examine the basic product itself. 
Is this really the best we can do? 
Has e\ery idea been explored? When 
do we reach the end of the idea line? 
I .submit that there is no last stop. 

Soinetinie> it is necessary to delve 
into the ]>a>\ as well as to look to the 
future for telev isions de\ elopment. 
In t\'s car\ ila\?, there was an ex- 
citement, a joie de vivre \\hich is 
often lacking toda\ . Before we can 
im|)ro\e programing, we must find 
a wa\ to recapture that spirit. 

I anticipate a resurgence of "tra- 
ditional" shows . . . live dramas, 
game shows, panel shows and the 
like, as a counteraction to the raft of 
ni\ steries. westerns and situation 
comedies. We are beginning to see 
this now. Goodson-Todnian s game 
show de|)artment. for instance, has 
more programs on the air than ever 
before. 

iMiially. I think we must look to 
improved techniques of production. 
We must a|)|jlv scientific methods of 
trial-and-e.rror to our labors. Even 
if our ideas do not work, we will 
lia\o at least learned something. And 
if tlie\- do pan out, we (and the pub- 
lic) lia\ e gained. 

Hecenth. for example, our organi- 
zation decided to "|)re-test" our new 
series. One Happy Family, before £ 
li\e audience several davs befor< 
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Jeveloped? 



'filming. Tlif ti'cliniiiue added an ex- 
tra S2,()()0 per week to our hudgut. 
!t"s still too earl) to apjjrai^e the re- 
sults, of tliis cxperiineiit but I am 
om inced the expcrieiiee alone u as 
vortli the additional cost. 

Iti siininiary, the tliree area.s of tv 
Tograiniiig uc must develop are the 
quality, the nature and tlie produc- 
lon teclinitpies of our shows. Tliese 
re the k<>yst()nes of success. 

James S. Bealle, ''f- '" rhnrf:e of tv/ 
radio, Ki'n\oa & Eckhardt. S'eii- York 
Before attempting to pinpoint 

Iireas of television prograuiing, we 
hould define the terms we are in- 
.roducing into this consideration. 

"Tv programing areas"' refers to 
rogram types. 

'i'rofitahK ' means a lower cost 
er thousand or a higher \iewer- 



Public affairs 
prograuiing: of 
special interest 
to one state or 



nterest-ratio to the prograni-com- 
Jiercial coudjination than now is 
eneralK available. 

I believe that we are allowing tele- 
ision to drift into overI\ neat pat- 
rns of viewing habit. The electron- 
c capabilities of the medium are not 
•eing fully used. 

Where are the regional networks 
or public alTairs programing to cov- 
r ^explore) subjects of special in- 
erest to the jieople of one state or 
cographical region? Regional ad- 
crtisers lia^e alreadv built their own 
letworks for conmiercial program- 
Is there an area here for sta- 
ions and regional advertisers to ex- 
ilore together? 

As the programing and technical 
diilities at local stations, wliether or 
lot they are affiliates of the three net- 
orks. improve beyond all the pre- 
{I'lease turn to page 6.1) 
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TELEVISION 

BASICS 



ORDER 
YOUR 
REPRINTS 



Here's a "must" booklet for everyone in- 
volved in television. 

Get your own copy and one for everyone 
in your department. You'll be referring 
to its useful data all year round. 

Included are sections on the broad dimen- 
sions of tv; on audience viewing habits; 
on network trends; on advertising expendi- 
tures — network spot and local; on color 
tv and stations presently using color 
equipment. There's a brand new section 
too, this year, on the viewing habits of 
the summer television audience. 

FILL COUPON-WEIL BILL YOU LATER 

Price Schedule 

1 to 10 40 cents each 

10 to 50 30 cents each 

50 to 100 25 cents each 

100 to 500 20 cents each 

500 or more 15 cents each 
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SPONSOR READERS SERVICE . television basics 

40 E. 49th Street, N.Y. 17, N.Y. 
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I ADDRESS 
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QUANTITY 
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News 
sponsored 

before it 
happens- 

on WFBM 

Eckrich'^ renews 
''blank check" 
news contract 
for third year! 

Wherever or whenever BIG news 
breaks in Indiana, WFBM keeps 
Hoosiers in touch with events as 
they happen. Eckrich likes WFBM's 
exclusive ''news beats" . . . knows 
VX'FBM's mobile radio and televi- 
sion units will be in action at the 
scene, whether it's a fire in Elwood 
or a flood in Terre Haute. 

Eckrich trusts our judgment as 
to whether an event warrants pre- 
emption of regular programming 
(when it does, automatic sponsor- 
ship results). Doesn't such perform- 
ance of our 1 7-man news operation 
justify your confidence, too? Next 
time why not call us first! 

' Pettr Ec^^ich \ Sens. Inc.. Meat Scccialtifs 

TV 
NBC 

-1260 

Represented Nationally by The KATZ Agency 



G 

U INDIANAPOLIS 



i^nlidiial and rrf^ionnl buys 
in work now or rerrnlly ronipleled 

SPOT BUYS 



TV BUYS 

Continental Baking Co., Inc., \'. V.: Ncu mIkmIhIcs on 

Wonder Hrend l>f<.'iii 19 l'"fl>ru;irv in 10-12 m;irkrt«. Moderate frr- 
(|ii('i)eies of day and niplit minute*. 20 - and I.I),'- ;ire lieiiijr |>i;Mod. 
iJiners \rt (Goldstein and I'erry .'^ea-troni. A<;ciii \ : Ted liate- & 
("o.. New ^ ovk. 

Pepsodent Div., Lever Bros. Co., New 'lork: The M'cond of nine 
(lijrlus in 1961 .-tart> 19 reinunrj. in alioul market-. Hulk of 
.«elieduie is renewals n-'ing dav and niglil 60- and 20's. lUner: 
l'"r;nik .Marshall. i\genr\ : J. W alter Tlionipson (^o.. \eu ^ ork, 

Quaker Oats Co., Chicago: Going into ahoul 12 ninrkel- 27 Tehru- 
ar\ with seiiednles for Qnaker I'ufTed r7rnins. Dav and iiigiit 60's 
are being honglit for 13 weeks, with adnlt weight-watcher? in niind. 
i)n\ei-: lulilii llan>en. Agenc\ : Compton A(l\.. Chicago. 

Kayser-Roth Hosiery Co., New York: I'inceinent- for Supp-llo-e 
lipgin this month in its en-lomary top markets. Schedules of day 
ntinntes ami spots in li\e women's shows will run for .-i\ weeks, 
l)n\er: Isahfile Slannard. Agenc\ : Daniel & Charles. Ine,. New ^ ork. 

Best Foods Div. of Corn Product Sales Co., New York: Campaign 
for Nucoa margarine starts 1.'? Fel>ruar\ and runs through 2 .March. 
Ahoiit 2.1 market- get prime 20- and (la\ and fringe night minute-. 
l!u\er: Bill Willis, \gency: Dancer-Fit/.gerahl-Sample. New York. 

Otoe Food Products Co., Nehra-ka ("il\. Neh.: Staggered slarl 
date> from Fchruar\ to .\pril are 1 eiiig scl for it> haked heans cam- 
paign. Schedules run till Jul) in 30-35 inarket>. with moderate fre- 
quencies of night minutes heing u>ed. I!u\ei': Ceorge McLaren. 
Agenc) : Compton .\dv.. Inc.. Chicago. 




RADIO BUYS 

Buick Motor Div., General Motors Corp., I- lint. Mich.: Three- 
week campaign to push dealers' u-ed car- begin- the middle of thi- 
month in !)3 market>. Tlinrsda} -l'"ri(la\ -Satui'daN dri\e-hour minute- 
are heing scheduled, one -tation per market. Agencj : McCann- 
Krickson. Inc.. Detroit. 

Chrysler Div., Chrysler Corp., Detroit: Trafhc minute -cliedulcs 
hcgin this month for a short run in ahoul 75 markets for it- car*. 
Ahout three .-lalions per market are heing used to pilch a price pro- 
motion. Agenc) : Young & Kuhicam. Inc.. Detroit. 

Mennen Co., Morristown. N. J.: Campaign for ^of-^trokc -tarts 
20 I'chruar) for 15 week*. Morning and e\ening Irallic -rli-'dule> 
of 30"> and 20's. fne to -i\ per week j)er market, arc hciiig placed 
in ahoul 30 markets. I!u\er>: liett\ Na--e and lr<'ne Le\\. \g( nc\ : 
Gre\ .\(1\. Agenc). New York. 
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• WSTV-TV = 




In Augusta, Georgia 



YOUR 

PRODUCT'S 
BEST 



FRIEND 
IS 



The FRIENDLY Group's 



I 



IN AUGUSTA: 

Roberl E. Metcalfe-TA 4-5432 

IN NEW YORK: 

Lee Gaynar-OXford 7-0306 

Represenled Nalianally: Avery-Knadel, Inc. 



BEST OF ALL 3 NETWORKS 



WRDW-TV 1960 NATIONAL SPOT USERS 

• Anahist • Avon • B. C. Headache Powder • Beechnut Gum • Black Draught 

• Bufferin • Carolina Life Insurance Co. • Cheer • Cloverleaf • Colgate 
Florlent • Crisco • Continental Wax • Creomulsion • Oristan • Ouncan Hinss 
Cake Mixes • Duz • FIzzies • Filberts Margarine • General Mills • G. E. 
Large Lamp • Gilmar Records • Hart, Schaffner & Marx • Helme Snuff • Ivory 
Bar • Jergens Lotion • JIf • Kent Cigarettes • Kool Aid • Lipton Tea • Little 
FrIskles • Luzlanne • Marlboro Cig. • Maxwell House • Nervine • Pabst 
Beer • Pall Mall Cig. • Paper Products Corp. • Pillsbury Ballard Flour • 
Pick A Pop • Pocahontas Foods • Primatine • Quaker Oats • Reader's Digest 

• Roma Wine • Sal Hepatica • Silverdust • Snowdrift • Soltice • SSS Tonic 

• Spic and Span • Tang • Tetley Tea • Texaco • Texize • Tide • Tuberose 
Snufif • Vicks • Welch Grape Juice • Wesson Oil • Yuban Coffee 

NOW FULL POWER — 3 1 6,000 WATTS 



Member The FRIENDLY 




CHANNEL 9 

Itic loireii i,"o-..\ teiCti'io'i liiiflec lo int 
Upper Oliin Valleys Five Billion Dollai rctji< 
market The best of CBS and ABC Plus Shop- 
per Topper Merchandisinj 



n J. Laux, Managing Dir 




EEtlNO 



: KO DE-TV 



CHANNEL 12 

28% tJller and 29% more powerful Tell:, 
and sells I52.0D0 TV homes who spend 750 
Tiiffion annually. The best of CBS and ABC. 
Plus Shopper Topper Merchandising. 

J. Knight, General Manager — MA 3-72CD 

He^reSfnled by -vrr-^noijd 'a: 



CHANNEL 3 

Mdic to see on Channel 3 with NBC Duiri' 
nates the key corners of Tennessee, George 
and Alabama where over a million penpb 
spend 800 million dollars. 

Harry Burke, General Manager — OX 31505 



CHANNEL 12 

Newest membei of the FRIENDLY bioup seiv 
ing over a million people with 72t million 
dollars to spend. Tht best of CBS. NBC and 
ABC Networks. 

Robert E. Metcalle, Managing Dir — TA 4-5432 
Represented by Avery-Knodcl, Inc. 



John J. Laux, Exec. Vice-President 



CHANNEL 12 

A u.iptive audience of 150.000 TV iromes wiih 
i spendable consumer income of almost One 
Billion Dollars. The best of NBC and CBS 
Plus Shopper Topper Merchandising. 

Bob Runnerstrom. Gen. Manaeer—MAin 4-7573 
vented by Avery-Knadel, Inc. 
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IFItal's happening in 11. S. Government 
thai afjccls sponsors, agencies, stations 



WASHINGTON WEEK 



AVmIoh ^i. .Miiiow Ikj coiifiruKMl an coiiiiiiN.MioiH-r witlioiit lr<nil»l<*, 1m>- 

(Mniiiiij; ilie coiiiiiii^Hion clKiiriiiaii alxiul 1 March, 

IVewton al his confirmalioii licariiip: wa;; liil |)it'tt\' imirli llie usual l)arra;;c' of <1(*- 

iiinii<I» f(»i- filroiigor FCC iiilorvt'iilioii in llw area of ii])liftiiii; jirograiniii'; 8taii<lar<I»i. 

Much of Miiiow's agreeabloiiess on lliis line seemed lo Ikin p heen redurod when Senate Com- 
merce Committee chairman Warren Alagiiuson indicated lie Nvouldn't be too ha)))))' if tlie FCC 
smashes ahead without regard to the industry s own self-policing efTorts. 

Fart of the lime Magiiusoii was on the side of those Senators |)rofessiii;; to know ways in 
which radio 'iv can be improved. 

It is notable, however, thai he was most instrumental last year in slashing in half funds 
requested by outgoing FCC chairman Frederick Ford for monitoring stations. 

Magnuson made it clear he would continue to he I)roadcasting's most powerful friend on 
Capitol Hill. 

After he and others had castigated the industrx for an lionr or so and after Minow had 
plum|)ed for increased monitoring of stations Magnuson went to work. He told the incc)ming 
FCC chairman that the broadcasting industry had codes of ethics, tliat its record of clear- 
ing iij) shortcomings has heen jihenomenal in tiie la.st two years and that the indus- 
try shouhl he permitted to eontimio ah)ng lliese lines. 



Tile ConiiiuM'cc Committee's hearing on ."Nlinow's nomination proceeded along 
lines that indicated what eacli eonimittce member's jtcrsonal grij)es or attitnde was 
toward various facets of the media and what the indnstry might expect from thai 
area in the days ahea(L 

Here are some of the bighlighl.s on that score: 

Rating ser\ices: Senator Mike Monroney took a swipe al his favorite whipping boy once 
again, and Minow said this is ''a proper area of eoiieer ri for the FCC."' Magnuson noted that 
the FTC ^vonhl shortly have ready a report on rating services and that this \vould be 
turned over to tlie FCC. 

Misleading advertising: Magnuson said he liojied for stronger liaison on misleading or 
untruthful advertising between the FTC and FCC. lie added that the FCC sliould concern 
itself with the niiniher of eoniniereials. 

Programing: Senator John Pastore said he didn't think '"wc can legislate on i»ro- 
graming or thai i»rograniing fails w itiiin tiie eomniitt<M>'s j)nrview."' However, he add- 
ed, the FCC ought to take the lead in ])romotiiig b(>tVr standards. Other committee men also 
asked forimpro\e(l programing. Minow said: 'i"m (I(>finilely going to do something about it." 

Over-all Station IVrforniaiice v>. Censorship: Minow took the po-ilion that the FCC can 
consider the over-all performance bv a station without skidding into censorship. Said ^^now: 
'"If an operator is not operating responsihlv then it is the FCC's joli to find somebody else who 
will. Tiie FCC ean't do anytiiiiig about one western ^Ilow. hiit if a station i)rovides 
only westerns. tluMi the FCC, can find it isn't oj»er;iting in the ]>iihiie int<M-ests." 

On the same matter Senator Gale McCee called for a roni|)Iete o\crhauI of regulatory 
laws to ensure that stations ojierate in the |)uhlic interest, and Senator Strom Thurmond said 
|iublic service obligations should he printed |)roniinentI\ right on station licenses. Minow re- 
minded the committee that be had siudied on the Communications Act alread\- in progress. 

P.S.: In line with the Senate's extension of the presidential reorganization power Sena- 
tor Magnuson made it clear the Commerce Committee is not going to relinquish to the presi- 
dent authority over reculatorv aaencies and that the\ are "still arms of Congress." 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



13 FEBRUARY 1961 
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The CBS o&o's have hroken sharply with feature fihii traditions in their strate- 
gy for the Screen Gems post-1948 package. 

The kabitual pattern — exemplified by CBS' handling of the Paramount paekage some 
years ago — contains three notions now being swept out the window; 1) leading off with the 
cream of movie packages, 2) making an impression during a brief period of time, and 3) let- 
ting stations pick the titles. 

CBS o&o's have discarded all three habits in favor of these revolutionary tactics: 

• Strong pictures sueh as Caine Mutiny, Brave Bulls, Born Yesterday, etc., are being held 
back: the next five shown will be Pfhht!. Death of a Salesman. Kiss the Blood off My Hands, 
Abandon Ship, and Criss Cross — few seen as a tv Ijlockbuster. 

• Pictures will be shown Satnrdays only through March, 

• All five stations show the same picture the same night. 
Two mysteries are: Why is CBS keeping the best pictures in reserve? And — why is 

CBS tying the hands of its stations on scheduling? 

Insiders guess that CBS o&o's, having enough pictures to afford keeping strong reserves, 
will use them to deal with competitors when needed — or as a lever should they dicker for new 
movie packages. 

As to five-as-one station scheduling, the motive seems getting a rating track record 
quickly: Screen Gems can use this to sell the pictures and CBS for spot sales use. 



Collier Young and Rohert E. Hill, producers of the Crime and Pnnishnieut se- 
ries, are selling it themselves with the idea of knocking off a hig part of the 40-50 
])er cent additional fee taken hy conventional distrihutors. 

The 39 episode half-hour tape series has already signed up 11 stations, including KTLA. 
Los Angeles, and the Metropolitan stations, WNEW-TV, New York; WTTG, Washington, 
D. C, and KOVR, Sacramento. 

CBS Films is going into a successful re-run phase with its Whirlybirds series, 
now heing trijiped in 39 markets. 

Whirlybirds, with 111 episodes, is touching all the bases for syndication luoneV' 
making: it started with a 59-markct regional deal to Conoco for three years, then went into 
weekly re-runs, and is now ^vell into lucrative stripping in subsequent runs. 

There are 49 markets where the show is still seen wccklv. 



GO 



One of syndication's most advantageous audience flow situations — the half 
hour following Gimsuiokc — will he lost in the fall. 

There is evidence that syndicated half-hours and feature films did more in 1960 to main 
tain ])ost-Guiisin()ke inherited audience than did the network entrj-, Markham, in 1959. 

Here is a 21-maiket Nielsen a\crage audience comparison for mid-December on CB, 
blalions. 

TIMK 19.59 I'KOr.IUMS S. UATI.NCS 

10 ]).m. Gunsinoke 36.9 (39%) 

10:;^0 p.m. Markham 26.5(415%) 

Note: IVrccMtages in |)arenlliesr? are shares. 



1960 PROGRAMS &• RATINGS 

Gunsmoke 39.2 (67%) 
Svndication 30.6 (59%) 
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FILM-SCOPE coniinued 



UAA has discovered tliat tliciitricul sin ectis is not iiecessiirily u •iiiiile to tv prof- 
its in feature films. 

Many aveiape ]iicturi's at tlic theatrical box odicc liavc i)iovo<l the lio^l prd^bcis to L'AA 
and stations using tliem. 

Reportedly the ten best tv prossers in UAA's ])re-191o Warner Hros. library arc these: 
seven Humphrey Bopart jjictures — Chain Lightning, Dark Viclnry. Key Largo, Ca.sahlanra. 
Treasure of Sierra >Ladre, High Sierra, and To Have and Have Not — plus three others: City 
for Conquest, Story of Louis Pasteur, and Night and Day. 

The UAA study, ])ased on the pictures' initial five years of tv distiibutinn, attributes 
their success to iiieiiihershi|) in th<? drama eate<;ory. 

Contradicting this explanation is another offered by some station men: movie program- 
ing different from enrrent or recent tv production docs best — hence the hot performance 
of war movies on tv lately since thc're's nothing: of this type now l)ein«; filmed for tv. 

Another angle offered in some quarters is that the revival of an actor often follows his 
passing, as in Bogart's case. If this explanation holds <;ood, look for a hooni for Cable 
movies. 



Don't think station men aren't worried over the prospect of .NHC TV switch- 
ing: to feature fdnis for two lionrs on Saturday ni<;lits from 9 to 11 p.m. 

Opinion is that sueh a program — it would be the first fully com])elilive regular use of 
feature films l)y a network in prime time — would seriously eut into post-ll p.m. movie audi- 
ences on tliat night. 

Hence an indirect result of such a move would be to hurt movies on ABC and CBS af- 
filiates, all to the benefit of Jaek Paar on NBC TV. 

IMentioned as a contender for the NBC TV Saturday slot: the post-1948 MGM 
package. 



Fred Niles — who went into business as a producer just five years ago in Chi- 
cago on a So. 000 investment — will pour ,$100,000 into an expansion which will al- 
so {live him production facilities in Hollywood. 

Niles diversified recently into programs and industrials production, although almost half 
of his 1960 gross of S3 million was in tv eommercials. 

Niles' Hollywood braneh will be the California lot at 650 N. Bronson; joining Niles there 
are Lionel Grover as production manager, Edwin T. Morgan as executive producer, Harry Holt 
as executive art director, and Jack Silver as production coordinator. 



It looks as though S3-4 million worth of tape commercials and industrials busi- 
ness a year is now on the loose as a result of CBS's closing of its tape unit. 

Trade estimates are these hillings are up for re-assignment in 1961: about SI. 5 million 
worth of program production, SI million in non-broadcast industrial, religious, medical, and 
elosed circuit produetion, and perhaps S.5 million in commereials. 

It seems as though producers such as Telestudios had their hands tied in the pal^t in not 
taking on more programs business: note that Play of the Week, produeed and synilieated by 
NTA, parent of Telestudios. was among the bigger jobs brought over to CBS because of Tele- 
studio's full schedules. 

Hence Videotape Production and other independents such as Sports Network 
and MTV may be the major beneficiaries of the CBS legacy. 

It's also possible that one repercussion of any New York shortage in tape facilities could 
be this; a rebound to film. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



13 FEBRUARY 1961 Another ^^tntioii group — this one with heavy radio as well as tv holdings — is 

Copyright I9GI giving "elose eonsideration" to estahlisliing its own national sales offiees. 

SPONSOR The plan: as the contract for each of the group's stations expires with the rep involved 

PUBLICATIONS INC. it would autoniatieallv join its sister stations in the national sales setup. 

To ageneymen j)itelilng for the I'lynioiitli aeeoiiiil Chrysler people expressed 
[)Hzzlenient on how the rumor that Plymouth or Valiant was leaving Ayer eould 
lia\e heen started. 

The) were firm in this: there was no cause or reason for the rumor. 

Cireulating in the trade is the report that Wcstiiigliouse Broadeasting is serious- 
ly mulling the aequisition of the Dcsilu tv property and studio interests. 

WBC ha.^ for some time indicated its interest in both expansion and diversification. 

Like the elianging of a Washington administration, there is always that awk- 
ward state of relationship hetween the old and new agency <m an aeeouut. 

Latest case in point: the switch of Le\er's liquid Swan from IS'eedham, Louis & Brorby 
to BBDO New York, due to take effect 1 April. 

When BBDO asked for the files, XL&B indicating BBDO could take everything about the 
brand along with the files forthwith. Lever seems to have taken the cue because last week 
BBDO was husy buying both spot tv and daylime network tv for Swan liquid. 

Have you noticed that all the tv networks are haek to eiting ratings again in 
their advertising? 

Compared to a )'ear and a half ago. tliis i.s quite a switch for two of them. At thai time, 
it will be recalled, all hut ABC TV let it be known that they would refrain from using 
ratines in their ads. 

Seems that CBS TV has a scnuewhat irritated client in S. C. Johnson's Douglas 
Smith. 

As Smith related it at the prc\ious week's AFA meeting, the said affront took place in 
the (jflice <»f the CHS president. 

\fter being told tliat the network would not ecuitiuue one of the Johnson programs in 
the fall. Smith learned that another scries had been picked for tlie spot. This is what burned 
liiin up: lie would liavc to accept the successor, pilot unseen, or lose the nighttime period. 

That will he (piite an intere.sting dinner that IMeCanii-Kriekson is tossing for its 
per.-^onnel this Thursday (16 I'ehruary) at the W'ahhu-f Ast<M-ia, N. Y. 

'I'lie gatlicriiig this time will liave tliose tliree purposes: 

1 I I lie dale marks tlie end of the first year of the ageiic\ 's Operation Tlirust and the as4 
'-(■iiibled diners will l)e told what the prcjjeet has achieved. 

2) To cclelirate the agency's iiOtli anniversary. 

.3 I 'i'o outline sweeping organizational and personnel changes. 
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. . . wlietlicr it's a lioiiiev "Y'all come" or 
L'le-'anllv R.S.\M'. . . . KSLA-T\".s viewers arc 
honored guests at just al)oiil c\ ery liapponing 
in OUT area. Sports events, beaiit\ pageants, parades, 
appearances of visiting dignitaries, concerts 
and plays, a formal cotillion, or the state fair 
livestock unction . . . all serve to keep Ark-La-Te.\ 
viewers luncd in . . . lo keep up! 
Sharing the honors with KSLA-T\' are an 
enthusiastic group of co-hosts . . , the advertisers, 
whose eiitluisiasni steins from the results they get. 

To hccomc a member of this 
hospitality committee, contact your 
Harrington, Righter and Parsons man today. 



shreveport^ la. 
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RADIO 
BASICS 

AM & FM 



You'll find comprehensive 
data on in and out of home 
listening, SPOT and network 
trends, set production, sea- 
sonal changes, hour by hour 
patterns and the unique and 
growing auto audience. 

It should be on every desk 
of every one in your shop 
who is in any way involved 
in the purchase of radio 
time. They're so reason- 
ably priced you just can't 
afford to be without them. 



ORDER 
YOUR 
REPRINTS 

NOW 




FILL COUPON 
WE'LL BILL YOU LATER 

Price Schedule 

1 to 10 40 cents each 

10 to 50 30 cents each 

50 to 100 25 cents each 

100 to 500 20 cents each 

500 or more 15 cents each 

SPONSOR REAOER SERVICE • radio rasics 
40 E. 49th Street, N.Y. 17, N.Y. 

NAME 

FIRM 

AOORESS 

QUANTITY 



KID SHOW 

{Continued from pa^ic .'?9j 

>liorl: — thai had (>ri<:iiialh hccii 
iiiacit! for tliealcrs. Tliin had been 
the barkbone of kid programs from 
llie bcfiinninj;. and until tlic past year 
lliere had liwn little new produrlioii 
(\\hat «as prodiired was made for 
the nclwork shows and ro-riiii syiidi- 
ealioii) . 

But in tlie la;-! 12 uioiitlis, with 
eliihirens' sliows selling, vwt} major 
syndicalor has been making new fea- 
tures for the )oungslers. Tliev are 
made in fi\e to seven minute e])i- 
"odes. and can l)e u^ed once in a 
halfdiour or two or lliree in a i-erirs 
for a complete jliow . 

Tliese features now l)eing turned 
out by the majoi film bouses: 

• Trans Lux 'IV is having a 
marked success with Felix the Cat 
cartoon features. 

• United iVrtists Associated, be- 
sides making new Popeye episodes, is 
jiroducing M ell -0 -Toons — cartoon 
stories set to p()])ular juvenile songs. 

• CBS Film is turning out more 
halfdiour episodes of Deputy Dawf:. 
One advertiser, Lay's Potato Chips 
( Liller, Neal. Battle & Lindsay, Inc.. 
Atlanta I. lias reported success witli 
this show in 35 southern market!-. 

• CM' is producing The Funn) 
Mann>>, a li\e.action, slajislick series 
made in five-minute !-egments, four 
or five to a group. It coinl)ines old 
Hollywood comedies with new fool- 
age being speciall) shot at Green- 
wich, Conn. 

• ITC is taping more episodes of 
Din;!, Dong School for syndication. 

• Screen Gems is producing llircc 
animated Hanna.Barbera shows for 
Kclloggs: Huckleberry Hound, Quick 
Draw McCrutv and Yogi Hear. Kel- 
ioggs keeps a loyal and e\ er-growing 
audience 1>) jiromoling supjiorling 
plajers [i.e. Yogi) to their own 
shows. Screen (/ems also lias other 
cartoon shows coining np. 

• ri'A i> enlarging its Mr.Magoo 
backlog for s\ iidicatioii. 

'"ItV understandable for the u(b er- 
tisers to want to get on the big show 
bandwagon," said a rep. "Sonic of 
these shows are phenomenal — like 
the Detroit guvs ulio've built an 
aimisement park named after their 
^how. ISnt there are lots of sU])er- 
market tnrnsliles in the smaller mar- 
ket areas, and lots of kids with big 
eves. ^ 



WLW 

(Continued from page IH) 

had the ser\ ices for five \ears of 
Xamielte Sargent, who later starred 
in many XHC ]iresenlalioiis. 

While at WLW they were called 
"The King, The Jack and The Jest- 
er,'' but later tlie\ became "The Ink 
Spots." Then there was "Jack and 
Jill." Jack was Jack Rerch who 
formed a group, ''Jack Berch and his 
Bo\s.'' that included Mark W'arnow. 
Jorr) Colonna, Johnny W illiams and 
Rav mond Scott. 

Even "Dr. l.Q. " was at the station, 
serving in ])roduclion during 1937. 
Lew \ aloiitiiie ttlial's the doctor's 
name! had among liis WLW col- 
leagues Lon Clark, who later became 
radio's '"Xiek Carter ' and Lavvson 
Zorbe (''Frank Merriwell"! . 

During his sla\ at \V1A\', char- 
acter actor Ra\ Sliaimon thought up 
'"Scramby-ambv and moved on to 
network prominence. 

Lddie Albert, stage-scrccn-lv star, 
made some of his earliest appear- 
ances at W LVi . Writer-producer 
\orman Cor\\in was the station's 
newsroom cliieftan circa 1936. Ra- 
dio stalwards "Ma" ])erkins and 
"Sliufile'' Sliober, and Toniiiiy Riggs 
and "Betty Lou" also got underway 
there. "Ma" and "Suffle" were 
])la\ed bv Virginia Payne and Charles 
Fgelston. liolli of wliom continued in 
their original roles until CHS retired 
its "soaps" last Xovcni]>er. 

On hand at WLW during the 
thirties was Marlin Hurt, who later| 
became "Benlali. ' the Negro cook' 
for "Fibbei MeGee and Mollv." 
(Mr. Hurt met an untimely death 
in 191-.1. I Jack Zoller. who ser\ ed on 
the station's dramatic stall, moved 
on to direct NBC's "Calvacade of^ 
America"' series. || 

\\ L\\ boasts the first mystery ra- 
dio drama series. "Dr. Kenrad's Un- 
sobcd Mysteries."' It also takes credit 
for the oldest religions ])rograni on 
radio. "Clmrcli b\ the Side of ihf 
Road.'" which conliimes to be part ol 
its Suii(la\ schedule. 

The ".Mike Award"' WLW will re 
c(M\e consists of a gold-]datcd micro 
])lioiieand a jilaipio w liicli reads. "Fo' 
distinguished contribntion to the ar 
of broadcasting, and in rccognitioi 
of ])ioiieeriiig in development of tin 
field of entertainment, leadershi]) ii 
engineering (levelo])mpnl. and ad 
vaiiccnicnt of the cartvrs of ])crform 
ins artists." ^ 
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WASHINGTON 

{Conlintied jroin page Hi!) 

AiMciiran econoniic proMciii i> itiider- 
consiiMtpiioii. (Laiidis: \(lv('rli>'Mi<.' 
nilljit (■oiitiiiiic lo a(l\;iiic<' IcncIs of 
onsuniplioii if iiiiliotial ('coiioinic 
jiiowlli is lo proceed.") 

\lso iiieiilioiied lo si'()N>i()ll l)\ \el- 
eraii adiiieii ivas llie contrast l)el\\eeit 
conditions today and wiieii the Koose- 
\elt regime look over in \')X\. 

"HiH'k in those half onr col- 

lege professors, epgheads and itilellec- 
luals in <;o\ernnient lliouiilit capilal- 
i-iin was rotten, and suspected oiit- 
rinhl eoninnitiism might he hetter. 

"Today nohody in government is 
making that mistake. Tlie\ realize 
that we're tied to a system of pri\ale 
enterprise." 

Landis. himself deehired. 'Our de- 
sire is lo promote private enterprise. 
The existence of private enterprise is 
es.senlial in our desire for economic 
growth." 

And hetween now and nlid-^^ay. 
more than 4.000 advocates will he 
flocking lo Washinjrlon to plead tlie 
cause of ad\erlisinp as an essential 
I part of the private enlerprise-econoni- 
ie growth pattern. ^ 



S & L 

[ConliniirtI from /)(l^'e l-.'i) 

fir-t mortgage loans. ' 

Next the eonniiereial explain? how 
savings and loan association deposits 
are insured up to SI 0.000 l)\ the 
I'ederal Savings and Loan Insurance 
(!orp.. an agencv of the I . ."s. (rov- 
ernnient. the seal of which is shown 
on video. The scene shifts to a penny 
and the slogan, "Xol one penny 
lost." while the audio explains that 
since the I'ederal agency was created 
in lO.'Hno ntoney on deposit with an 
insured savings and loan association 
has heen lost. 

One of llic ()0-secon(l commercials 
dramatizes with stills money on the 
move in a coimnunity. showing what 
role the savings and loan association 
plays in the process. || .starts with 
a grocery -lore clerk hriuging his 
pa\ to the savings and loan com- 
pany. This money pins that of other 
depositors goes out in the form of a 
home loan. Tlic horrowcr pay s it to 
the building contractor who uses it 
lo l>u\ supplies from a dealer who 
pavs some of it out in wages, some 
of which are spent at the same store 
where the original clerk works. ^ 



SPONSOR ASKS 

iConlintied from jiiifif i 

dictions of five years ago. the need 
for regional "self-interest" progranr- 
ing couhl he nu't. Thi>^ type of pro- 
gram might not onl\ he attractive 
and economical for local or regional 
sponsors. hut national sponsors 
might find good vahic for their ad- 
vertising dollars enrrentK allocated 
to strengthening local or regional ef- 
forts. 

.Secondly. I hclteve there is an op- 
portunity for special foreign pro- 
graming run (Ml a regular network 
hasis. though not necessarily weekly. 
IjitertainuK'iil shows would primar- 
ily have to come at fitst from I jigli.sh 
speaking countries, lint there i~ much 
of a puhlic affairs nature that could 
he made availahle in tape from 
France. Germanv. Italy, and even 
Swe<len. with I'nglish narration. 

Third, and most important, the ex- 
citement scenis to have gone out of 
tv programing, ^p('cials aren't spe- 
cial anvmore. lias anvone seen a 
real spectacular lalelv? 

These arc the areas of programing 
on whieli I hclievc more emphasis 
can he profitably placed. ^ 



1 WXLW CLIENT L 


.OG 


>■ Luckies 


Hills Bros. Coffee 


1 Camels 


1 Pall Mall 


Miller Brewing 1 


1 Winston 


1 Tareyton 


Falstaff Beer 


Campbell's Soup 


1 Cadillac 


Nat'l Tea Stores 


Ford 


M Chevrolet 


Kroger Stores 


Mercury 


fl Pels & Coi« 


Schlitz Beer 


Oldsmobile 

» 


■ Jello / 


Swift Allsweet 


Chrysler 



Your Product is Known by the Company it Keeps 



As you can see, your product enjoys the best of company 
on WXLW. And the tist of nationat advertisers continues to 
grow as time buyers recognize the vatue of showing their 
product of! in the best light. By this we mean on the right 
station ... at the right time ... to the right audience. WXLW 
has proven to be the right station in Indianapolis as attested 
(0 6y this ever-Increasing list of national advertisers. WXLW's 
well-balanced, exclusive adult programming lets you select 
the right time . . . and the right audience. In addition, your 
product image is never destroyed by the type of music 
featured on many stations. Instead, your message reaches 



CONTACT YOUR NEAREST ROBERT E. EASTMAN REPRESENTATIVE 



the consumer who has been put into a receptive frame of 
mind by pleasant music, a consumer who will remember your 
message. So buy the audience that can and will buy your 
product. Always include WXLW in your Indianapolis buy. 




950 ON YOUR DUL 
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WRAP-UP 



AGREEMENT Is reached in Detroit on the purchase of WSAZ-TV by WJR, Detroit. Repre- 
senting these leading stations are: (l-r) Worth Kramer, WJR president; John F. Patt, WJR 
board chairman; William D. BIrlte, president, Huntington Publishing Co.; Mrs. Hilda S. Long, 
secretary, Huntington Publishing Co.; and standing (l-rj C. Thomas Garten, vice president 
and general manager of WSAZ, Inc. and F. Sibley Moore, vice president and secretary of WJR 





PROMOTING TICKET SALES for the Crippled Children's Fund, Allen Shaw, moderator of 
'Night Beat,' WHS radio, Kansas City, enlists the aid of Janice Wilmot, Kansas City's choice 
as Miss Cimarron. The occasion is the premiere of the movie 'Cimarron' late in January 




ADVERTISERS 



Alton (F&SctK) xvill Ik- .lecicliiig 
;iiiy (lay >\liat its |>r»»i;raiiiiiig set- I 
ii|> \*ill he t>n A13C TV for next 
."'•'iison. 

Its acti\it\ he centered around' ( 
llie .Moiidax 1 1-1 1 r.lO |j.m. period and', 
wliat tlie plot looks like at the ino- 
mt'iit: the Corrupters, a j-eiiii-docu- 
meiitar\ on rarket hustinj:. three 
times a month and anotlier hour show 
it ha- in mind for the fourth week. 

The hiidjtet will run to -ST million, 
as compared to S).9 milliem heitij; 
-pent on t\ this season. 



li:i> worked out it.-^ r^eliednl- 
iiiii prohleiii ^\ith ABC TV for 
next I'till ill OIK' rc-^iu'ot : tlie ftiflo- 
inaii -will sta)' with that iietwwk. 
hilt ill the Alomlav. 8:30-9 ]».m. 
slot. 

As for PivG s other current serie.'' 
on AUG. riic Laic and Mr. Jones:' 
it's \er\ diihious ahoiit Jones siirvix- 
iim until next fall. 




CELEBRATING Transfilm-Caravel's and 
Klaeger Film Productions' merger: (l-r) Jack 
Zimmer. tv producer. Grey Advertising; Har- 
riet Weiss, traffic dept. mgr. at Grey; Bruce 
Heerdt, head print service, Transfilm-Caravel 
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(^:iiii|):i!^nFi : 

• l'»>|i>ii-("-*)l;i. fur il» new lliciiK' 
— \oii' It's I'cpsi h or Those Who 
Think Yoiiriji — -will sponsor in 
mc(li;i: I I ). On Iv — an lioiu-loiij; v;i- 
rifl) s|)('cliu'ul;ir in April: a rcjiiilar 
lialf-liour wccl^K |)r()j;rani ^I'ric.s; and 
|)r()j;rain parlicipalimis on llu^ llirce 
major ncl works. (2 1. On radio an 
aceeleralfd projirani iisinjr all fonr 
major nclwovks. snpplcnu'nlcd by nse 
iif local stations by bottlers, and 
backed l)\ strong proiiiotional ellorls 
on tlic part of bottlers and local ont- 
Icts. 

• La K<)!-a .Macnroiii is using; 
WHOM and WW'lll. Acw > ork Cit>. 
to promote its first major contest to 
tlic niclro'.s Spanisb speaking listen- 
ers, riie conlest llieinc — Kaslrr in 
Puerto Hico — will be promoted 
lliroujili the inontli of Mareb. \geiic\ : 
\'ej;a. Aew ork Cit\. 

• iStSiW Kin<' Foods. San Fran- 
cisco. read\injr a new spot tv seric? 
in West Coast markets and in ihc 
\ew' York metro area. Mimiies. and 
20's will b(' placed at peak \iewinj; 
times in San I'rancisco. L.A.. Seattle 
ami P(}rlland. and New ork Citv. 



\;;eiic\ : l>o\lc Dane I'cinbacli. 

• MntidMiil .'Viitoniohilc l)<-nlcr.s 
.\ssnciatioii, planiiinp; a saf(^ (lri\- 
inj; campaij^n o\er WiC. IJadio net- 
work. Tbe plan also calls for a 52- 
week s( bednle of 10 spots on AI?C"s 
weekend Monitor pro};raius. ,\{»cncy: 
I'ii^anum, Johns l-aws. 

• .'^l:llll-.Mcy('r. New ork ("it\. 
lia-i scliednled a lar^e-scale tv cani- 
paijin for it~ Ferris bacon in and 
aroiiinl .New ork's top-rated tv 
-bows. Kid shows in tlie metro area, 
arc also carryiu": tbe Feiri* messaj;e. 

• l)()\.*o»' ('*ini pany. (clam ])rod- 
ncts) has a heaw radio spot eani- 
paign rolliiifi in the L.A.. Seattle. De- 
troit, lialtimorc. Poilland. Miami. St. 
Louis and \e\v York markets. Live 
minutes are l)eiii<! used. \<;euc\ : 
Sniilb r.recidand. 

• I)*iwiiy(hike l'\jodr>. reaihinj; 
a l\ saturation campaign for next 
nionlli for its fro/eu ready-to-bake 
nmlTnis. in the si\ New Fnpland slates 
and I'cmi^v b ania. Vjiency: Smith 
Greenland. 

I'KOI'LE ON THE. MOVE: Lester 
S. I{<)iiii<l?i. from \".p. Kudncr Agcn- 



( \. to coordiiralor of niai kel inj;, Ar- 
nold liakers. I'ort (Chester, N. . . . 
W'illinni II. ('rokc. from media 
Inner. I'oote. Cone \ lielding;, to ad- 
vcrtisinj; department, l.iji^ett ii- .Myers 
. . . Jnck Afriek. from a^^istarrl niaii- 
ajicr, New York ^ale^ department, 1!. 
J. lie) nold> 'I obacco. to mana;.'er that 
ilepartment. 



AGENCIES 



.Agency nppoiiilnicnts : Timex. 
( . S. advertising: (around ^.l.") mil- 
lion), from Doner, to Wai'wick «.K 
L.-Ici- (for details see ^l'O^SOI^ 
WFFK) . . . O. M. .seolt \ .--ons. 
Mar\#ville. Ohio, to VM{ . . . TV 
Piuie Toys, to A/racI . . . Ilcrsh Bev- 
erage, Sehcnecladx. N. V. to Storm 
A(l> criising . . . Lion Packajzinj; 
Products, llieksville. N. \ .. to ('olieii 
X Alc.sliirc for it^ Snap-Oil liajrs 
. . . Import .Motors. Chic-aj;o. .Mid- 
west N'olkswagen distributor, to 
l)<»>l<' Dane ltcrnliu<'li. Cbicajro. 
from f uller & Smith &• Hoss. 

New (jiKn-l<'rs: (!aniplicll-Mithiin. 




^ A UNIQUE 'PANIC BUTTON' was fhe idea WWDC radio. Wash- 
ington, D. C, came up with at the Business Outlool Conf. Nancy Lee 
Stucley explains it to Robert Lee O'Brien, Jr., v. p. of Union Trust Co. 




Not NEEDED *,EII TOO C( 
""SOPOUU, WAJmiltToi,., 



WWDC- 



1 
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FOR OUTSTANDING SERVICE Peter Herman Adier (center) con- 
ductor, Baltimore Symphony, is awarded by (I) Thomas S. Carr, v,p, 
and gen. mgr. of WBAL and program supvr. of WBAL-FM, Bob Benson 

A NEW AFFILIATE, WVNJ. iolned Mutual Radio Network last 
month. New York's Senator Jacob K. Javlts 'threw the cue.' N.J.'s 
senators and Gov. Robert Meyner were also on hand for the event 




in llie fooii-t()-lie-l)iiilf C;iri;ill I5iiil(l- 
ing. .Miiiiic<i])oli> . . . Sjirkcl-Jjick- 
Hoii. at 131 Arlingldn Si.. Hostoii . . . 
Ko!*!ii iiiid Coiii|uiiiy. in Detroil - 
Da\iil Bioderirk Tower. 

VhlOVLE ON THE MOVE: John 
(j. (]}iii-k. lo Gordon He?!, Cliicago, 
as manager, radif) t\ (lc]»artment. and 
assistant account executive, General 
Finance account . . . Ral|>h Zeullien 
from manager, Edison Electric Insti- 
tute, Live l^etler EleciriealU pro- 
grain, to v.p. and account sn])er visor, 
Goni])ton . . . Kolx'rt Parker, from 
advertising manager and rescar(di di- 
rector. Sealtrook Farms, to Smith/ 
Greenland account sev\ice de])art- 
meut . . . A. O. Ituckinghnin from 
managing director. ^ &H Ltd.. lo that 
com])an\ "s New ^ ork ofTice. as senior 
V.]). and member of the ])lans board 
. . . Mrs*. Mar<i;iret Caliill Franip- 
toii. to Bates as assistant account ex- 
ecutive. International Latex account 
. . . liicliiird Goehcl. from advertis- 
ing director. Nestle Com])any, to ac- 
i-ount sujjcrvisor, Daiicer-Fitzgerakl- 
Sam]ile, Neu ^ ork ofTice . . . I{()l)crt 
S. Foiiton, to accomil ^U[)er\ isor. 
\1-E l'roduction'~. division \lcGann- 
Erickson . . . Ka v Saiiiiiel. from ad- 
vertising diroclfir. Breakstone Foods, 
to Smith/Greenland account service 
department. 

MOI{E I'EOI'LE OiN TIIE MOVE: 
I{ol)(»rt IL r.,iin(}iii. from brand su- 
pervisor, I'illshury. Minnea])olis, to 
account e\eciiti\e. Pet Milk account, 
Gardner . . , Donahl A. Perkins, to 
assistant account execiuive, Doherty. 
Clifford. Steers & Slienfield . . . Mary 
Collier, from conliunity director. 
KAKC. Tulsa. Okla.. to radio/tv copy 
w riter. Watts. I'ayne Ad\ertising, that 
city . . . Kicliiird C. Anderson, 
from associate media director, Y&R, 
Cliicago and \e\\ ork. to director, 
media relations and jdaniiiug, Chica- 
go oflice, "^^H . . . Keniu'tli E. 
Ilegard. from associate radio and t\' 
director, Cramer-Krass(dt. Milwaukee, 
to director, that de])artmeiil . . . Gor- 
don (^iinn from BBDO's New York 
ollice. to media <lire('t(n'. L..\. office 
. . . liohcrt L. Scnrloek. fioin v.j). 
and a< coiiiit !-uj)er\ isor. Daiicei. Fitz- 
gerald. Sam])le. lo and account 
-upervisor. Bate>-. 

I'liey \\<'r«' elected: Williaiu T. 
Itaidt. lo board f»f direclors. D'Arcy 
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. . . Hikh-n. a v.p. at OVA\\ . . . 

(Jarrit A. l^ydeeker. New Ork. and 
'Pljeodorc P. Jardiiie. Chicago, to 
,|\\ T board of directors . . . Hohrrt 
A. Dearth, \ .p. in charge of domes- 
tic and international activ ities.. Mor>e 
International, to president, that com- 
])aii\ . . . (ieorgc Oswald, a senior 
v.ji. at Geyer, Morev, Madden & Bal- 
lard . . . Marion MacDonaid, and 
Vt'allaee J. Gordon. \ .ji.'s. at Grant, 
New York Ctiv. 



TV STATIONS 



iN«'! tv, in November 196U, scored 
a y.7% increase in gross time 
billings over the same month in 
areording to TvH's latest 
eomniniiiqne. 

Gross time billings, for the fir^t 
eleven months in 1960, added uji to 
an increase of 'J.S'^f over the like pe- 
riod in 1959. 

Saturday-Sundav daytime billings 
chalked up the biggest increase — 
17. S"^? — v\hile nighttime iiillings went 
u]) 12.2't, ill that January-November 
19()() ]ieriod. 

Mondav through Frida\ daytime 
hillings were uj) .8%. 

PEOPLE ON THE MOVE: Jo- 
sepli A. liieo from ])voinotion man- 
ager. WEBH, Buffalo, to promotion 
assistant, WGR-TV. Buffalo . . . 
George Finnegaii. to general sales 
manager, and (>lyde l^itlon, to lo- 
cal sales manager, WTVll. Peoria. 
111. . . . Franklin C. Snyder. WTAK. 
Pittsburgh, v.|). and general manager, 
a]i])oiiiled chairman \llegh(>ny Coun- 
ty Easter Seal Committee . . . IJieli- 
ard Harron to adminislrati\ e assist- 
ant to the i)resident, WSJS, \N'SJS-TV. 
W'inston-Salein, N. C. . . . 3Iicliael 
E. SeeixT and W'aviie E. Ilarter. 
lo account executives. \\ KOW'-'IA', 
Madison. Wis. . . . Art Henl)en. 
from coiiimercial manager and assist- 
ant manager. KPLC-TV. LakeCharie*. 
La., to director of regional and na- 
tional sales, uewb formed grou]), The 
INdican («ron]) of Station-. (KPLC- 
T\. kPLC. Lake Charles: KALI!. 
\le\aii(bia. La., and KH\11). Shreve- 
pnrl. La. I . . . Pel Schmidt, to ac- 
count e\ecuti\e. \\BAL-T\. Balti- 
more . . . Phil .Snjitli. to pnblicilv 
manager. \\ FBM. 1 ndiauajtoli- . . . 
Thomas 15. Cookerly to general 
sales iiiana2<M. and .]. W. Tind)er- 



lake. .|r., to regional sales manager, 
\\"BTV, Charlotte. N. C. 

MOKE PEOIM.E ON THE MOVE: 
Kol)er! J. MclJride. Jr.. from as- 
sistant director of promotion, Detroit 
Free Press, to ])rograin director. 
\\'.1BK-T\ . Detroit . ! . .Manrice E. 
MeMnrrav. from New ork office. 
Storer .National Sales, to national 
sales manager, \\'JBK-T\ . Detroit . . . 
Charles \. Wilson, manager, sales 
de\-elopment. WGN-TV. Chicago, to 
director of national sale-. Chicaso 
office, KDAL and KI)AL-IA . . 
Robert II. Van Koo, from A. C. 
Nielsen. Chicago, to promotion man- 
ager. WITI-TV, Mib^aukee . . . Phil 
SmntI). to pnblicitv manager, WFBM 
stations. Iudiana]inlis . . . Ralplt 
Hansen, from ])romotion manager. 
WJBK-'I\'. Detroit, to ])roniotion 
manager, \VJ\N'-TV, Cleveland . . . 
Gordon E. Hamilton, from opera- 
tions manager. KVOA-T\'. Tucson. 
\rizoiia. to assistant manager, that 
station. 

Tidewater Teleradio (WAVY. 
WAVV-TV). Norfolk. Va.. pro- 
nio!(>s three: Edvtard J. Ilennes- 

sv. from Lreneral sales manaffer. 
\\'\\'Y-T\. to \.]). ill charge of t\' 
sales: Ned G. Sheridan, from gen- 
eral manager. WAVY Radio, to v.p. 
in charge of the radio di\'ision: 
Clifford A. Frolinhoefer, from as- 
sistant secretary and treasurer, to 
treasurer and controller. 



Sports note: \VT\N-TV, Coluin 
bus. Ohio, to carry the Big Ten Con' 
ference games of Ohio State vs. Iowa. 
18 February, and Ohio State vs. In- 
diana. 20 Februar\. | 



RADIO STATIONS 



Ideas at v»ork: 

. WCHS. Charle-ton. W.Va.. both 
radio and tv, this v\eek began a novel, 
mouth-long sales ])romoti(Ui called 
Confederate DaY.t. To add weight, as 
well as cou-idcrable color, to the 
e\ent. the sales stall roam their sales 
"heals" .-clliiig the -])ecial jiackage. 
garbed in |>icture-i|ne Confederate 
cosluiiic. Facets lo the jtromotioii : 
s])()iisor couiiiiercials are done v\ith a 
S(uitherii fbnor: on t\. the aimounc- 
eis ap])ear in full icgalia: both sta- 
tions are engaged in "Operation Sum- 
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ifi." llie lionihaitliiiciil of ^[kiI an- 
noiincciiR'nls iirgin<; llif piihlic lo \ i^- 
il sponsor places to -iiiii up foi con- 
test prizes, llie promotion will I>e 
clitn;i\c«l willi llie seieclioii of ;i 
Soiillieni Deile diiriiii; an lioiir-lonj: 
t\ show, lier prize: a mink stole 
( froni soiitlicrn mink, of eonr sc ! I . 

• W'l.KK. Uiciiinond. \ a., re- 
ceived some .3.1,000 postmarks from 
every corner of the world, durinj: its 
recent Postal Roulette contest. The 
contest idea: listeners were invited to 
clip, and send to the slation, ])osl- 
ninrks from their iiieominj: mail in 
ail effort to maleh it with the 16.) 
iin.stery post olllees e(nnpiled \i\ the 
station. Due to ihe enormous mini- 
ber of post oHices. a niaxinuini of 2.) 
winners \\a^ anticipated. The sur- 
prised station personnel shelled out a 
total of u7 prizes, at the end of three 
\\ eeks. 

• K.SA\. San Francisco, stimu- 
lated an influv of January Inisiness 
Iiy ofTerini; local merchants spots at 
half-rate. Here's how ii was done: 
eiilislinj; the air of the Uetail Mer- 
eliaiils \s^n.. the slation s pilch which 
went, ill part, like this: "'KSAY is 
selliiifi up a matcliing fund for the 
iiidi\ idual relailers, to be drawn on 
from their own January sales story, 
'riiis means that one-lialf the mer- 
chants cost will he covered by the 
radio station's matching- fund, during; 
Januar\ only." The Shop in January 
promotion proved so successful, it is 
being repealed this month. 

PKOPLK O.N THE .MOVK: J.ilin 
Striiekell. from general manager. 
WOND, Pleasantville. \. J., to gen- 
eral manager, WFPG. Atlantic City 
. . . I.iirry Bii.>*ket, from executive 
v.p. and general manager. KC.M5. 
Sacramento. Calif., to general sales 
manager. KRAK, that ritv . . . Loc 
llannn lo director, news and special 
events, and Diek .Mer-son. lo assist- 
ant director. WXEW, New York Cily 
. . . Ge<irg«' A. Myers*, from account 
executive. Star Broadcasting, to re- 
gional sales manager, Intennountalii 
Xeiwork. Denver . . . Terrence S. 
Ford, from WEHE. Cleveland, 0.. to 
assisianl promolion director, WllK- 
AM-F.M, that eity . . . Mniiry J. Far- 
roll, lo president, WATV. Birniing- 
hani. Ala. . . . William Bal)cock. 
from promotion manager, \V1CU-T\'. 
Krie, Pa., to slalton manaaer, \VLS\'. 
\^'ellsv ille. V. Y. 



.*>|i<irts iKites: \\ ("(!(). Minneapolis, 
lo hroadcasl the Mimieapolis Twins. 
1 formerly \\ afhinglon Senator') 
games and is putting logelher a spe- 
cial baseball network lo broadcast llie 
games in tiortlieni W iscmisin. \e- 
braska. Iowa, iNoith Dakola and Mon- 
tana . . . KDK.V. I'iilsbiirgh. radio 
aiidtv. to carrv lluH'itl-^burgh I'iiale- 
iiames ditriiiir 1961. 

KihI<i.>^: Kdhert .]. lloth. e\eeiili\e 
v.p.. Public Kadio ("orp. lK\KC. 
Tulsa: KIO\. Des Moine^: KHE.\. 
Kansas Cilv 1 named lioss of the ^ ear 



liv the Tul-a Jiniioi (.liambir of 
("oinmerce. 

I'l'diiKitiiiii giiiiinirk: W.NKW, 

New ^ ork C\l\. spollighled ils 60- 
Scianil a ^poof on the r( ( eiil- 

i\ dcpailcd so.tp opi ra-. by distrib- 
nliiig In oilni I filled willi ccdiimni'-t 
plaiidiN for llie fun i .ip^nlcs, and 
nionnled with a ^mall liar of «o:ip 
labelled GOSrrnnd Spots. 

Tlii.^n 'n- data: W'llK. Cleveland, 
disk jockev. Scott Huiloii, inspired by 
dance nuiralbons. ^ieep maralhon-. 



GET THAT EXTRA 




PUSH 



You know that it's the extra push that makes the difference 
between an average campaign and a "Red-Letter Success." 
You get that EXTRA PUSH when you buy NVOC-TV 
WOC-TV effectively specializes in co-ordinating and mer- 
chandising your buy at every level — the broker, whole- 
saler, direct salesman, key buyer, as well as the retail outlet. 

This "togetherness" sells products in the nation's 47th TV 
market. More than 2 billion dollars in retail sales ring on 
the retailer's cash register Over 438,000 TV homes are 
within the 42 counties of WOC-TV's coverage area. 



To the National Advertiser, 
VVOC-TV offers the greatest 
amount of local programming — 
over 33 hours each week — and 
the finest talent in the area put 
these programs across. 





PRF'.IDFN 1 

Col B J Pjlmrr 
VirE VRCS & TRf ASI RFR 

D D P.ilmrr 
f\FC v)fF PBFJIDfNT 

Ralph E^tn> 

SFCRFTAR^ 

Vm D Uijinrr 

RF-<i|DFNT M.\>A(,FR 

Ffnrit C Sjndrri 
SM£S MA\ACER 

' P.. Sh.rtr. 


Hit gi i.N I (11 1^^ 

D\VE.NPORT > 
BETTfNDORF / '"^ 

MOLIVE " [ ILL 





PITFBi. GRIFFIN W OODW f RD. l.Nt 
fVCll'SIVF VAnOV^' RIPRtSFN.TATl\li 



Your PGW' Colonel has all the 
facts, figures and other data as 
well as day by day aLa\lab\lities 
See h\m today 
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ila^' |)ole .-illinji. etc.. is ~()liciliii<i 
loner ^llJZg('^li()U^ for a new eiulur- 
aiii-e test . . . KDtLA, rillslnirfrli. in 
a new programing idea, ran the 
.-oninl truck of a movie . . . \\'W1{1« 
\c\\ York ("it\. began its third an- 
imal Jiuil JciiiinKi ^clj-Risiii!; Flour 
Gospel Striping contest. 

>eM (|iiiirlei>: W'W'IL. Ft. Lauder- 
dale, Fla., began cunstrnction of its 
new offices, studios and transmitter 
on Davey Hoad. this week . . . Key- 
stone IJroadeiisting. expanding it~ 
Chicago olhce -pace ( h\ •''>0'7 ) on 
the 17th floor of its pre-ent olliee site 
in the Chicago Title and Trust Rniid- 
ing . . . WIvDA. \;ish\ille. Term., 
preparing to move into its new home 
on the !!th floor of the First Ameri- 
can \atioiial liank Huilding. 

Kinancinl note: Uoilins Hroadeasl- 
ing slock has been approved for list- 
ing on llie American .'~>tock Fxehange. 

I.nl.or pcnec: W and W-IA . 
(Cleveland, and the XMJET have come 
to ternw on a fi\e-\ear eoutrai'l in- 
\<)l\ ing the stations' rtu tec.hnieians. 

lliippy l>irlh(h)y: W'lL. St. Louis, 
began its lOth brondca-ting >ear, 9 
February. 

Uofliester. A. \\'I5I5K. has 

turned ii slnlTor's weight loss in- 
to :i n*nel .siiilioii pronintioii. 

I lie eonlest idea: to find a new 
label fdi- e\-lica\ \ w eigiit decjav Leon 
Margaiite who (before lie shed 10 
heft\ pound?) was known as"'thci)ig- 
best man in nighttime radio.'* 

The bait: two sets of piizes: a get- 
thin kit (foi' a needy friend) consist- 
ing of such items as ealorieless cook- 
ies and a case of Melrecal; and a get- 
fat kil (for the winner himself) filled 
w itii items such as a gallon of ice 
cream, and a case of chocolate syrup. 



I'"ni. it vnnld seem. Ii;is gone Itiiek 
to tin- e:ii-l> (l;i>s of r;ulio on the 
remote Ironl. 

\ cnrreni case in point ; 
W^^L. I'nflalcp. i» picking np 
HL^Iith. a twi> hour Con fcrsdlion pru 
. iim fmni that cil \ dow ntow n S\\ i-- 
( halct. 



Tlie i'lii listening luihit seems 
to Ite entclilng on in the Indiun- 
npolis market, necording to a re- 
cent snr\ey nitule among .set (lis- 
trihntor.s. 

W'FBM-F.M. who conducted the 
count, disclosed that in 1060 some 
.50,000 fin units were -ohl in the In- 
dianapolis market. 

Idea.s al work: 

• KI5AV-FM, San Francisco, who 
got (juite a jolt (and almost lost an 
account) when a Western Union sur- 
vey turned the unhappy news that it 
had no listeners, set out to i)ro\e them 
wrong. Here's ^\hat they did: the 
station ran a spot campaign telling its 
■'non-existent'" li-tenevs the exact re- 
sults of the Vi L sur\e\ . They then 
backed this up by a contest offering 
a night on the town, (free tliinier, 
theater and cab fares, etc.). and oth- 
er prizes of fm .sets and records. The 
contest drew a total of 150 replies. 
The result: the winners had a real 
bash on the station -and the station 
kept the account, 

rEOI'LK O.N TFIK .AIO\ E: Allan 
Kenyon, from conliimity director 
and ail' pers(jnalil\ , to account execu- 
tive, KOIL-FM, Omaha, Xcb, . . . 
(Fordon I'ottcr. from sales manager, 
W'I'CA-TV, Philadelphia, to station 
manager and director of sales. 
WQAL-FM, that city. 

Station aetjnisitlon : F.AI. Okla- 
homa Cit\. sold by Fdwin 1'. \all to 
Harncv C.roxeii. for .S'iikOOO.OO. Sale 
brcikered b\ 1 lainilton-Landi- \ As- 
sociate-. 



NETWORKS 



.AInlnal Itadio, last veek. pnt into 
operation the, first of two planned 
regional I'acifir {^oa.sl ne>»s hn- 
reanti. 

llead(piarlcrcd in MlJC's San Fran- 
cisco affiliate. kO^)^ . the news outlet 
will feed lale-e\ eniiig regional news- 
casts to Mntnal's .52-station Pacific 
dixision. I"ai Fast ami outer-Pacific 
coverage for MISS nationalK will alsci 
he ilircctcti from this operation. 

\ -iiiiilar -et-iip is planned for llie 
Los \iigclc- area. 

PKOI'LKON'HII: MON K: l?road- 



(his (Speed) Jolin.-oii. from ac- 
coimt executive. iMiC j)articipating 
programs, lu manager of sales. 
\V.\BC Radio, A'ew York Citv . . . 
I)a>id S. I'roelor. from account 
-erv ice rcpve-cntativ e. radio station 
c learance depai tnicut. to manager, 
that department. \HC lladio. 

They Mere elected: EcUsiii S. 
Friendly. Jr.. v.j). program admin- 
istration, and Lester (jottlieh. v.p. 

-pecial programs, al XRC-TV. 

Nev alliliale: W'THC. .Minneapo- 
lis-St. PauK with Mutual Radio. 

Sport* >ales: Monroe Auto Equip- 
ment. Monroe. Mich., to sponsor the 
f^eo Durocher five-times-a-w eek sports- 
cast over Mutual. 

Program note: 3Iiilnal Radio be- 
gan broadcasting the weekday soap 
drama series. True Story. 

Kn(h)s: MJC news and public af- 
fairs execuli\e producer. Irving (Jit- 
lin. named to the Conference on Com- 
munication- and Public Interest Roll 
of Honor . . . CRS Radio awarded the 
connnendation of the Council on 
Radio Tv Journalism of the Associa- 
tion for Educali(ui in Journalism at 
the I nivcrsitv of Illinois. 



REPRESENTATIVES 



Rep appoiiitiiH iit.-: \\ E.AIP, Mib 

wankec, and KWK. ^t. Louis, from 
lleadlcv-Reed to lld{. 

Corporate- name: Storer '^^■le^i■ 
sion .Sale."'. Inc.. Storer"- new na- 
tional spot rep firm. 

PEOPLE O.N THE .MOVE: Rieh- 
ard ,1. (^)naas. from account execu- 
tive. RkO GcucraKs K11J-T\'. L.A.. 
to account c.xceutive. Vdaiii ^ ouug. 
iTiicago . . . W'illinin J. .'Matthews, 
.jr.. from account executive radio di- 
vision, to Iv .-ale- -tafT. New ^ork of- 
fice. Pclrv . . . Phil Corper, to \ .p. 
in charge of sales dev elopnicnl and 
proiiiolion. t^'orgc P. I lollingbery, 
Chicago . . . \\'arren iNelson. to v.p. 
in charge of tv sales. Chicago odicc. 
("/corge P. I lollingberv . . . Roland 
Kinii. from account executive. 



70 



SPO.NSOK • l.'S KKUItt \lt\ \9Gl 



KMSP-TV. Mimi(-;i|.nlis. i,, iv snh-s 
stall. Miiiiip;i|ii)lis ollicc, Kul/.. 



FILM 



Slorliiij; T«'le>i>ioii cxiH'clf! a ri.-*«' 
ill ineoiiio <»f 30 |M'r r<'iil and a 
salt's iiuT«'as(' of 20 per rent for 
its fiscal y«'ar ciidiiij; Marcli 1961. 

The rapidly growirif; t\ film |)ro- 
(luccr uikI (listril)iil()r earned S'>2.00l) 
nil almost SI niillioii in sale? for it> 
|irc\ii)us fisial year. 

Its eaiiiiiiiis increased 27 per eent 
(luring the six months ending last 
Septeinher. 

Salt's: Se\eii Arts \ssoeiate(rs (xist- 
1950 Warner IJros. filin> to W'GN- 
TV. Chieauo; \\ nXS-T\ , Columhus; 
WCKY-IV. Waiertoun: and KSL- 
'\y. Salt Lake Cily . . . WSBT-T\'. 
South Rend, also acquired the Se\eii 
\its package . . . ITC"s Broken Ar- 
loiv sold ill 38 markets during Janu- 
ary; stations iiichide WPIX. New 
York: ^^■X'^^^ Y.iungstoun: KOOL- 
TV. rhoeniv: KYT\'. Snrinsfield : 
KCDA-TV. Douglas: KVOS-T^^ Rell- 
inghain: KOOKTV. liillings: KIFI- 
TV. Idaho Fall>: KTV\ , Los An- 
geles; WRC-'n^ \N'ashinglon: KOIN- 
T\, Portland: KSL-TV, Salt Lake 
Cily . . . WBZ-T\''. Boston, purchased 
!!0 feature films made 1)\ 20tli Cen- 
tury -Fov. 

liiteniatioiial : MiC 1 nlernational 
made the largest sale of \\ program" 
to the ne-w government hroadcasting 
operation of ?\ew Zealand. Prograni> 
included I'ictory at Sea, Life oj Riley. 
Philip ^^a^loll■(', Laramie. Depiiiy. 
Tab Iliiiiler, Fibber McCee. Crunch 
and l)es. and Tbr Calijorniniis. 

Programs and jirodiu'crs : Hieli- 
ard II. I llman has ac(]uired a siih- 
staiitial interest in Soumlac Pro- 
dnetion.s of Miami; he recentK' sold 
the Kirhavd H. Ullman (IJIIUV com- 
])an\ of Buffalo to I'l-ler Frank Or- 
gaiii/alioii of 11o11y\vood . . . ITC? ]o 
Slafjord specials to he produced at 
l.lstree Studios in England. 

(xMiMiiereials : Storyhoard He- 
ports of iVew York i.s making stor\ - 
hoard from completed film commer- 
cials — in addition to its off-the-aii 
M-rvice. 



KikUis: Death Valley l)a\s received 
the PK)() Western Heritage Nsvard. 

piX)PLi; O.N Tin: .m(>m:: i ic 

names Ke>iii ()*SnlIi>aii as \es\ 
^ ork and network general sale> luaii- 
agcr. an<l Jack Itlioades and .lack 
,^lea«l(n\ to s\ndiratioii stall . . . 
Zi\-(%\ ap])oiiits new account execn- 
ti\es Tin lor Diirluiin. .loc .Mada- 
leiia. Wells Kriien. and Koh 'Moll. 



PUBLIC SERVICE 



W'lP, I'liiladelpliia. in an cITort to 
shake tlie area out of its tlepres- 
sioii doldi'uiiis. has ]>ut to >\ork 
a three-point fdaii. 

The plan, in sumiiuirx : 

1 I Openttioii Optimism The sta- 
tion is airing first-pei son testimonials 
1(\ local liiisiiicss ;iii(l civic leadei- 
lhrongli(nil the da\. 

2^ \ />//v \<)n in I'liiladelphid 
campaign — Jingles are heing pre|)ared 
calling allenlion to this .slogan and 
\\\W he aired along with "reasons 
uli\"' co])y on a saturation basis. 
Iliese messages will he made avail- 
ahle to advertisers. 

.'^ I The station ha.- ex])resse(l its 
willingness to meet \\\\\\ representa- 
tives from any radio or t\ station, 
newspaper or advertising agency com 
mittee to consolidate picas for a com- 
prehensixe 'Minx \w\\ ' campaign. 

W'cstport, Conn., riidio statitui 
W'ALM.'M. inspired l»y recent snow- 
storms (and witli a skeptical eve 
on fntnre) lias orgiiniy.ed a per- 
manent car|>o<d f«M- area ctnn- 
inuters. 

The plan: axailahic cars will he 
registered for the |)ool and a special 
citizen committee appointed to an- 
suer distres> call> and dispatch the 
cars. 

Pnhlic ser>ice in action; K.^IO.X. 

St. Louis, aired a S|)ecial dociunen- 
tary on the ele\ ation of Joseph Cardi- 
nal Hitter, 29 Januarx . . . \\'AV\- 
T\'. iS'orfolk, \ a., paid tribute to the 
50th anni\ersar\ of \a\al axiation 
with a special ihrce-lioui prcscnlalioii 
delving into its liist(ir\ and inclndiiig 
a two-hour remote directK frcmi the 
r.S. Na\al .Air Siation-Oceana. at 
N'irginia IJeacb . . . K ATZ. St. Louis, 
kicked ofT its campaign in behalf of 



Brotherhood \\ cck uitli an es-ax con- 
te-1 a-king foi "frt'-li new idea- to 
iinpro\c race relations" ... I he I'.'dl 
campaign of Hroadea-ter^ lor 15a- 
dio l''ree I'hirope. headed b\ W e-l- 
iiighousc pre-idcnt Donald M. Mc- 
Gaiiiioii. (dTcring a- prize- four I'-iiro- 
pean trip-, to the -tati<ni- (two radio 
and two l\ ) pro\ idiiig the bc-l gciici al 
-uppoi t to the drive . . . W r(..N. 
Minnea|)oli--St. I'anl. -pon-oiiiig a 
-pecial I .S. .\n\al training (dm|ianv. 
The I iiiiii^ Company, with actixe 
training at the I \a\al Training 
(ienlcr at Creat Lakes. 111. . . . Hroad- 
easting Fonndation of .Ntn'tli Car- 
olina offering 25 -chohir-hips. thi- 
\ear. "to pro\ide o|)poitnnity for 
those who will he tomorrow - leadev- 
in the liroadeastinc fi(dd. 



Pnhlie seoiee programing: 
WrOP-TN . Wa-hington. D. C. put- 
ting together a -erics of three ])ro- 
grams on the federal income lax for 
-bowing before tax (la\. 15 \pril . . . 
K(;i{S. L. \.. (l(d)Ulled /iK/;;/ry, a 
program <lealing. in dejith. with pr(d)- 
leni- facini; the < it\ . ^ 



STIR " 



UP 
SALES 

BUY 

WREX-TV 





GET THE FACTS 

FROM OUR 
PERSPIRING REPS 



HR TEIEVISION.INC 




NKI. f ^2 ROCK 

J. M. lABCH 
Vh«rm.IOM.Mar. 
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INTRODUCING THE NEW 

l)RyDEi\-EilST 

HOTEL 

39th St., East of Lexington Ave. 

NEW YORK 

Salon-size rooms • Terraces • New 
appointments, newly decorated • 
New 21" color TV • FM radio • New 
controlled air conditioning • New 
extension phones in bathroom • New 
private cocktail bar • Choice East 
Side, midtown area • A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 

Single $15 to $22 Suites to $60 
Special rates by the month or lease 

Robert Sarason, General Manager 
ORegon 9-3900 
leletVDe NY-1-4295 



Bright Spot 

FOR BUSINESS 

TALLAHASSEE • THOMASVILLE 




FITS EXACTLY . . . 

WITHOUT DUPLICATING COV- 
ERAGE OF ANY OTHER MAJOR 
TELEVISION SERVICE . . . BLAIR 
TELEVISION ASSOCIATES CAN 
GIVE YOU THE FACTS! 

CBS AND TOP LOCAL PROGRAMING 

WCTV 

TALLAHASSEE <,'^~>kf / TMOMASVILLC 

^^^o John II. Phipps 

Qliroadcasting Station 
ELCVISION ASSOCIATES 
Xjtinrul Keprcicnljlit ei 
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Kenneth L. Bagwell, \\ T\J, .Miami, lui- 
tional sale.* niaiuij:cr >inc(' 1958, has been 
^1 named station manager at WAGA-TV, Al- 
ianta. He succeeds Tei rv H. Lee, Stoiei "s 
n\uii)iuil v.p. liapweil. \\lni?e 15-year broad- 
caj-linn; barkgronnd Cdvers program iiian- 
agemenl nnd air work as ^\eil as sales, be- 
gaii career a^ announcer at KXYZ. 
Hon>ton. Frmu there he moved to pro- 
gram manager at KI'KC, that cit) , and ialei i)ack to KXYZ as sale^ 
manager. He joined \\"T\'J in 1057 and \\a> named mgr. in 1958. 

Sanfo J. Crupi, a 11 \ear media \eleian. 
lias been appointed manager of \ver\- 
kuiidel ^ newest, and eigiith braiicli ollici' 
lieadquarlei ed in lioston. He will be in 
charge of bolli radio and t\ >ales in that 
<Ml\. ("rupi eonie> to lii^ new post from 
Aliddiesex iiioadca^ting wliere he \\a- 
sales managei for ail local, regional and 
national sales, karlier, he had been Xew 
I'^iigland sales manager of Weed liadio. and media director ^^illl 
Boston ad agenc\ Hernion Stevens, lie holds a l!.!!. \. from I'oston I . 

Norman F. Flynn, a 22-\eai broadca>l 
veteran has been appointed \ .p. of Broad- 
cast Time Sales where, for the j)a>l three 
\ears. he had been a mender of the firm* 
.-ales team. Prior to joining B TS. Fl\ im 
-er\ed the indu-^try in a number of capaci- 
ties. Among tliem: wrote, produced, and 
ho>le(l a tv series for an upstate medical 
groui): taught radio l\ in l.ndicoll. X. ^ .: 
>ales managi'd W IvM-. Kiulicoll. worked on .-perial >ales (le\cl- 
opment projects for l!\B: was a.e. for W \B1)-T\ . N. ^. (!. 



James H. Burgess, -ale- manager for 
CroslcN's \\"1A\'-A. since March 1957. ha* 
been elected \ ice-prcsidciil of Crosle\ 
Broadca-liiig of \llaiila, and general maii- 
agi r of l\ >latioii W L\\'-.\. Prior to his 
allilialion with \\ L\\'-A. Burgess has hcen 
national -ali-s rep for the (^roslc\ Broad- 
ca-ting in Cincinnati: local -alesinau ami 
later sale> direclcM" of \\ LW'-C. ('idumbii-: 

and national sale- rep for the Cohimbu- (a'li/eii. Bnrgc-> wa> 
in Marion. ().. -cr\i'd in the I SNK. and fiiadmilcd fiom Oliio 





Ixn n 
Stale. 



si'o.Nsoi; 



\:\ i-i-:iiiii Miv 19()1 



frank talk to buyers oj 
air mr/Iia f aril i ties 



The seller's viewpoint 



Tlic govrnunnil's cvaliKit'ioii oj the Stniulnrd MctropoliUiii Area is. iiiifoi- 
liiiiateh. ojleii used l>y advertisers in evaluating a market's rank ivhcn 
planninti air media Inns, says Robert M. La tube, president anil general 
manager oj the W'TAli Iv and radio stations in ^orjolk. The Tideivater urea 
{ yorjolk-.\euport Seivs). he notes, is one oj a jew split-niarket metro areas 
individuall) credited and ranked although even the poorest signal more 
than covers the entire area. The three tv stations oj the Tidewater urea have 
joined jorces to enlighten buyers oj the "real " metropolitan Sorjolk market. 




Another look at the split-market station situation 



I he Standard Melropolilan Areas \\eic created bv the 
Bureau of Ct'iisu* to iiict't certain >lan(lar(l* of inilu>lrial- 
izalion, population density and integration with the cen- 
tral county. 

iNo\\ called Staiidaiil Metropolitan Statistical Areas. tlie\ 
«ere oiiixinally eslal)li>lie(l as units for the collection of 
census data and not designed for the selection of advertis- 
ing media. 

I nfortiinatelj , inanj media people who are responsible 
for market buys do not take into consideration the fact 
that an imaginary line or a little water does not distort 
c\en the poorest station's -ignal. Altliongli newspaper cir- 
culation stops at the water barrier, as in the case of 
.Norfolk (which is separated from Aewport \e«s b) two 
and three-(iuarter miles of water I, radio and t\ signals 
do not. .^impiy because a station's address is located in 
one of the ."standard -Metropolitan \reas does not mean 
that its signal is eonfinod to that area. Further eNidenre 
of this is in markets such as Tampa-St. I'etersburg. Ae« 
'I ork-Xew Jersey-Stateii Island and San Francisco-Oakland. 
Although all of these markets are separated b\ water the\ 
are bought as one single metropolitan area. This is he- 
cause the government reports them as one metropolitan 
area. 

However, stations located in other split market areas 
have not been so fortunate. In recent \ears. the buying 
emphasis has been in the so-called top 15 to 35 markets. 
As a result, when bu\er# base their purchases on the gov- 
ernment s metropolitan area, many stations within these 
split-market areas stand to lose out. Sinipl\- because the 
station's offices are located within one of the affected mar- 
kets, buyers tend to sinsle out and consider the rank and 



efTecti\e buying ineinne of onh part of the entire metro- 
politan area. 

Some agencies ha\e coneeled this practice by (ombin- 
ing both markets —creating one laige, realislio metropoli- 
tan area. Ilowe\er, many agencies «till anahze the sta- 
tion's potential on the basis of its transmitter or ofl'ice lo- 
cation rather than e()\erage. ConsequentK . tile rank and 
F.H.I, of split metropolitan areas suffer substanliall) . 

\orfolk-.\ew port News is a split-market situation which, 
because the go\ernmenl considers iheni two separate stand- 
ard metropolitan areas, loses more than a half million dol- 
lars \early. Although .Norfolk's population alone is 597.- 
000 and stands ITith b\ government ranking, if \ou add 
Newport News with 21.3.000 the rank jumps to 20lli. The 
true picture of the .Norfolk-.Newporl News market puts it 
in a more desirable position for broadcast l)n\ing. The-e 
two standard melropolitaii areas are separated onl\ Im 
water — and. obvioush. this has no alTecl on a -latioii's 
reach. 

When bu\ers are confronted with a market -iluation of 
this t\pe, more thinking shonid go into anaK/ing it. The\ 
should find out if the station's prime co\(>rage extends into 
the related market and compute it accordingb . L nlike 
trying to figure out a station's area reach, the metropolitan 
split-market- can be computed just by adding the t\\(>. 

More solid research should go into the split-market -itu- 
alion on the ad\ertising le\el. These market-; should be 
carefully studied and not ranked or bought (m the ba-is 
of the government's standard melroiiolilan area ranking 
alone. 1 hese markets don I (le»er\e to be «plit up anv more 
than Tanipa-Sl. Petersburg. New 'i'ork-Xew Jersey-Staten 
Island or San Francisco-Oakland. ^ 
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Radio/Tv and Product Improvement 

An^ radio and tv keeping pace with oilier leading Anicri- 
(iin indn^trie- in llieir (hi\e (or new and hcllei' j)rodncts? 

I> l)roadea>linj; lagging behind nearly every single eoni- 
l)aiiy which n^es I'adio and l\' in the matter of new ])ro(hict 
planning and development? 

Wc hclievc thi,- i> (jiie of the most ^eri(ni> (iiic>ti()n> that 
can he raised ahoiit onr iiuhi^tv) today. 

The "prodncls" which radio and tv ofTcr the publii; arc, 
of coiii>e, j)rograms. Bnt are ljr()adca?ters devoting as mnch 
time, thought, attention and dollars to planning and dcNelo))- 
iiig new j)rograms as arc. snch new -i)roduct-nund(!(l cori)ora- 
tions a.-5 Dnpont. Ea^tlnan Kodak, P&G. General Food^. V. S. 
Steel. Camphcll Soup? 

W e are afraid not. And we helicvc that c\cr) thoughtfnl 
person in the indn.-tr) will want to (explore the reason? why. 

Today, whenever responsible business executives gather, 
the dominant economic theme they tli.-cnss i> the constant 
need for prodnct improvement. A[ the iceent AF^A meeting 
in Washington (sec i)age 3.5) such leaders as \V. B. Murphy, 
president of Canipbcdl Soup, \rthur C. Fatt, president of 
Grey Advertising, James S. Fish, v.p. General Mills, and 
WA Chairman, and Glenn Marshall Jr. of W'JXI" Jaekson- 
\ilK-, Tv B Chairman. \ser(^ imanimons in their >laleinents that 
the one thing which can keep yVnicrica rolling and our econ- 
omy healthy is a continually rising tide of new. better prod- 
ucts and services which can be advertised aggressively. 

^^^'"d \'Ar. to j)arai)hra>c. that. 

The one thing, and the only thing, which can keej) the aii' 
media healthy i> a contiiuially rising tide of iiinv and belter 
programs. 

To get such prograurs means that bioadcaslers nuist invc.-t 
ill program iilaiiniiig and dcveloimient in the same way and 
for the same reasons as major corporations in other fudds 
put down hard cash to develop finer r(>frigerators. detergents, 
frozen foods, gasolines, automatic washers. 

Today every iiiipoitanl indiisiiy in lli(^ country (except 
broadcasting) has products in the drawing hoard stage for 
nitrodiictioii in 196.5 and 1966. 

\\ In Ikinch'i the air media? \Vc suggest that the NAI? and 
the three tv networks dig into this one ?()on and hard! ^ 



lO-SECOND SPOTS 

The answer: Now that all \our 1961 
Aew Year's resolutions are forgotten, 
here's the seeret for keeping them in 
1%2 from Esther Kaucii of Blair. 
Ut'cide you're going to get worse. 

That's some signal: The salesmen 
np at WW LI', Springfield, Mass. have 
been getting some strange iiKjniries 
hecanse the current ARH listings 
credit WWLP (T\ I with eoverage 
of Culpepper, I'rince \^'illiani and 
Rappahannock counties in Virginia. 
.Maps drawn, the ^lasachusetts boys 
want to know why AHH left out an- 
otiier unpronounceable (for them I 
rounly nestled among the other three. 
I hat s I'duqmcr County, suit! 

S'possible: Some people think the 
new ]lol> and l!a\ radio commercials 
for I'fizer's Candetles \ntil)iotic 
Troches arc far-fctehcd. Judge for 
yourself with this example, the spot 
about a rowing reporter who eomes 
u]ion a guy wandering around at the 
bottom of tiie sea 

KF.l'ORTER: Hello, sir, what's 
that you're lioldiiig 

MAN : A sting rav. 

RFi'ORTER:'Oh.' arc you a pro- 
fessional fisbeinian? 

MAN; 

Came doirn here to gargle. 



\'o, I've got a sore throat. 



Universal: One day's programing 
on K1'LR-'1\. St. Louis, reeenib, 
certainb showed there's room for 
e\eryone on l\. \ icwers conhl see 
among others, (/ina Lollobrigida. 
l)a\i(i Susskind. Mexander King. 
Roy Campanella. Ilrigittc Hardot. 
Hishoj) .'^hcrn and Miss Unii'erse. 

Promotion Man of the Week Award 
goes lo the giiy at WXYZ-TV, De- 
troit, who got tlie follo\ving adjee- 
ti\es into two paragraphs of a re- 
lease (les( rii)ing The Hrothers Bran- 
nagan: "aminhie and relaxed, hut 
rugged and \irile. " ''impulsive, ro- 
mantic. literar\."' "judicious, hard- 
headed, metiiodicai." How can \ovi 
argue when lie adds that "o5 a team 
ihey are unhcatahlc." 

Hare it is! The answer to those 
early morning (loidriims. Want to 
start the da\ in a mature, serious 
mood? WON, Chicago, has come uj) 
witii just the .show for you. It's 
ealied Brcahjast ivitli Hugs Bunny. 
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In Rochester, New York ^ 

We don't believe 

in a r 
Double LIFE , | *- |^| ^ 



BUT... I i 



There*s & Lot to be Said for a 



(ARB and Nielsen) 

BOTH November, 1960 Surveys 
Show that, in ROCHESTER, N. Y., 

CHANNEL 10 

Has the Carries 

BIGGEST 8 of the TOP 10 

overall share Favorite 

of Audience! TV Shows! 

There's nothing new about this— just a pleasant old refrain that we've 
been hearing for years, every time a survey is made in Rochester. 
Naturally, it pleases us, and it especially pleases our sponsors. Inciden- 
tally, you can join that happy throng. With a little digging, we can still 
find some choice availabilities for you and your products. 

CMS* :el 10 

ROCHESTER, N. Y. 

WHEC-TV WVET-TV 

EVERETT McKINNEY INC. * THE BOLLING CO. INC. 




On Charlotte's channel 9 . . . everything's fine I 



WSOC-TV 
takes 74.2% i 
of evening 
quarter hours 
in Charlotte 



In few major markets of America do advertisers 
find such massive evening preference for one 
television station. From 5 to 11 p. m., Monday 
through Friday, WSOC-TV leads in metro Charlotte 
quarter hour ratings 74.2% of the time. A prefer- 
ence more than 3 times that of Station B's 20.8%! 

Latest ARB, which shows this domination, also 
reveals many other significant gains by WSOC-TV. 
Get more for your money. Get on WSOC-TV... one^ 
of the nation's great area stations. 



WSOC-TV 



CHARLOTTE 9-NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, DaytonI 



